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1847 ROGERS BROS. 
SILVER SURPRISE: 
SALES PROMOTION 
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Here’s how it works: 


or a larger service... for $89.75 (price includes 
handsome $18.00 chest in mahogany or sandalwood 
finish ) 

...in one of these five treasured patterns: Leilani, 
Heritage, Springtime, Reflection, Flair 


1 Your customer buys a 52-piece service for 8 


...and receives as a gift her choice of one of these 
four tremendous surprises. 


SURPRISE NO. 2 

24-piece Service for 6—in a 
modern design of Silco Stain- 
less. Retails for $11.75. 


SURPRISE NO. 1 

Chip ’n Dip Set—in Wm 
Rogers & Son Silverplate 
Spring Flower pattern. Re- 
tails for $12.50. 





SURPRISE NO. 3 


Matching Hostess Set —three 
extra serving pieces in 1847 
Rogers Bros. pattern of 
customer’s choice. Retails for 
$13.50. 


SURPRISE NO. 4 

Gallery Tray —in Wm Rogers 
& Son Silverplate Spring 
Flower pattern. Retails for 
$13.50 


Take full advantage of this great new moneymaker. Get 


your ad mats and your point-of-sale material without 
delay. Call your Approved Wholesale Distributor. 


1847 ROGERS BROS. 


MADE ONLY BY THE INTERNATIONAL 
THE SILVER CITY 


AMERICA’S FINEST SILVERPLATE. 
SILVER CO. MERIDEN, CONNECTICUT, 

















Diamond 
is a major 


purchase, treated 


with great respect by 
both a jeweler and his custo- 
mer. Very often, a major sale hinges 


on the selection that the jeweler offers, or | 
(Melee) . Ths : ; All Sizes 
the stones he ts able to obtain quickly to show his 


customer. William Levine Co. makes available to 
America’s jewelers large and small, a COMPLETE DIAMOND 
SERVICE to fill each and every request. Using this extraordinary 
service, a jeweler has at his command a LOOSE DIAMOND 
INVENTORY worth millions of dollars. He also has 


the special advantage of buying from a regis- 





tered importer and cutter at prices 
that give him larger profit 
margins. For further 
information, 
write Dept. 
K-16. 
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lf your summer plans include a trip to 
the Retail Jewelers of America show 
in New York, you'll be spending a lot 
of time at the Waldorf Astoria. And 
you'll be glad you did—RJA has a full 
schedule of events planned, all geared 
to benefit you, the retail jeweler. For 
an advance look at what you'll see and 
hear at the show, see page 40. The 
Registered Mail problem, always acute 
for jewelers, is explored in depth by 
Bernard Burnstine, starting on page 46. 
And on page 46, you'll find an enlight- 
ening survey of new trends in men's 
tee fashions—with emphasis on the jewelry 
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Who gave the Jewelry Industry the first MuLTi-SiZeé watch bands 
and saved you, the retail jeweler, the cost of longs and shorts? 





>. ace | | . po 
Who introduced the first END-O-Matic END enabling you to Who reduced your watch band inventory by 2/3rds with the 
fit 99% of all women’s loop end watches quicker, easier, and amazing, adjustable MuLT!-WiDTH ENDS for men’s bands? 
without tools? 


Who gave you the first women’s Multi-Size telescopes with PusH- Who gave you the first WATERPROOF WATCH BANDS featuring yel 
Pin ACTION, the strongest adjustable mechanism, and one you low gold filled stock on pure nickel base and formula 18-8 non 
could sell with complete confidence? corrosive stainless steel? 


The one watch band line known round the world as the Jeweler’s Best 
because it has proven best for the jeweler. Jacoby -Bender, Inc., Woodside, N.Y. 
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The Quality Swiss Watch Line 
You Sell with Pride & Profit! 
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See Us At The RJA Convention and Trade Show 
Park Ave. Foyer and Terrace 
WALDORF-ASTORIA HOTEL *- AUGUST 6-10 











THE GRUEN WATCH COMPANY 
THE GRUEN BUILDING - 20 WEST 47TH STREET - NEW YORK 36,N.Y. 












K&B PRESENTS THE NEW 
“PERFECT CIRCLE” 


DIAMOND RING SETTINGS 















‘PERFECT CIRCLE” VORTEX SETTING 


stinker, 


ey | Setting 


No. 114, 
top view. 


Eng. ring No. 
114/2420/3 No. 114, 
Wed. band No. perspective 
45/2421/3 view. 


Setting 
No. 113, 
top view. 


Eng. ring No. Setting a 

113/2420/11 No. 113,  e ay 
Wed. band No. perspective ‘3 "t 2 

45/2421/11 view. te NS 


“PERFECT CIRCLE” MOONBURST SETTING 


Proudly we usher in the 


a s 
forerunners of a new series K 
of excitingly beautiful settings a f a 1 e C p [ 1 C 
and rings. Typical of the high ) . 
K & B quality and the famous 





Creators, Designers and 


K & B flair for forecasting Manufacturers of Perfect Ring Findings 

fashion successes, these inno- GP, = mn 4 
vations promise wide and Ke FB 136 WEST 92ND ST, NEW YORK 19, N. Y. <Ke B> 
enthusiastic acceptance. WS” OOF FICES IN PHILADELPHIA, CHICAGO AND LOS ANGELES 


° STONE RING DIV.: FALCON STONE RING MANUFACTURING CO. 
Available through soho 


your wholesaler. Phone: JUdson 6-6700 


“Diamonds of fine quality deserve K & B mountings. All others need them.” 
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4/ABRIKANT BROTHERS uc. 
| "The House of White Diamonds’ 


[200 AVENUE OF THE AMERICAS 
NEW YORK 36, N.Y. 


DIAMONDS ON MEMORANDUM 
TO RATED JEWELERS 












GuRINe? 


<< ON SELLING YOUR STORE OR STOCK? 





\ ™ 
\ Don’t forget these intangibles .. . 
they add up to DOLLARS AND SENSE! 






\ 











Your store is never worth more than the 
day you begin figuring on selling it. Delay 
means depreciation. SPEED means Dollars 
and Sense. 























Speed depends on CAPACITY! A firm's 
capacity to buy your store and pay cash 


at the moment you want to sell it, no mat- 
ter when, where, or what its size. 


; 
Capacity includes EXPERIENCE. Knowing 
the most profitable way of handling your 
particular store after buying it... thus abil- 
ity to pay you maximum in the first place: 


: : am * “ey 


| = ' . 
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REPUTATION is the most intangible of all, 
but you know what value you place on 
yours. Don’t compromise it! 


CONSULT . . Go 4, Feb 
Jewelers 


ff it figures 
OLDEST AND LARGEST CASH BUYERS OF JEWELRY STORES AND STOCKS IN THE UNITED STATES 


38 Bromfield Street, Boston, Massachusetts. Telephone HAncock 6-3233 








WRITE FOR THE BOOKLET: “DOLLARS AND SENSE FACTS ABOUT SELLING A JEWELRY STORE OR STOCK” 
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To you, the wholesaler, we say: why 
not, indeed? If you're not now. supply- 
ing your retailers with Baldwin expan- 
sion bands, the only reason we can 
think of is that you haven't heard about 
Baldwin's features: 


= immediate, no-nonsense replacement 
guarantee 


s All models adjustable—length and ends 
= 100% stainless steel construction 

= Total flexibility with floating rivets 

= 100% top quality American materials. 
These are only a few of the advantages 
you can offer your customers with 
Baldwin. Compare Baldwin to the lines 
you now carry, and ask yourself if it 
doesn't make good sense to serve your 
retailers better with Baldwin. 

Call or write for more information, and 
our new illustrated brochure. 


Esalilusin 


BRACELET CORP. 
22 West 48th Street, New York 36, N. Y. 














“the First 


Major Change 
in the 


introducing 


Multi-Dee* 


the world’s first 
and only CONVERTIBLE 
DIAMOND RING 


What Is Multi-Dee*? Multi-Dee* is a completely new 
and different concept in rings. It is so new and 
different that there is nothing even similar to it on 
the market anywhere. Multi-Dee* is a ring with a 
unique feature that enables this ring to be converted 
from an attractive solitaire, to a smart cocktail, eve- 
ning, or all occasion ring by means of a beautiful 
assortment of interchangeable aprons. 


Who Will Buy It? Because of its unique convertible 
quality Multi-Dee* will be bought by almost anyone 
seeking to buy a diamong ring or for that matter 
any fine gift. 

Multi-Dee* makes an ideal gift for all occasions, 
birthdays, sweet sixteens, anniversaries, engagements, 
etc. When purchased it can be bought just as a Solitaire 
or with one or many aprons. Once this ring is bought, 
the person who bought it, or the person who receives it 
is sure to come back to buy additional aprons for 
different occasions. 

The reasonable price of Multi-Dee* will also be a 
factor in the sale of this ring. Many people wanting 
to buy an attractive Solitaire will be sold on Multi-Dee* 
the moment they hear that they only need one center 
diamond that can be used with a wide variety of aprons 
to create different rings for different occasions. 

Anyone who buys or owns the Multi-Dee* ring will 
always remain a potential customer for additional 
aprons. 


What Multi-Dee* Means to you? For you the retailer 
the two most important advantages that Multi-Dee* 
can offer is the reduction of your very costly diamond 
ring inventory, and increased store traffic. With Multi- 
Dee* you only need one Solitaire and a variety of 
aprons to show as many different diamond rings as 


MULTI-DEE incorporated 


59 West 46 Street, New York City 





ing Industry” 



























you had before at only a fraction of the cost. The 
mass appeal of this new convertible ring will greatly 
increase your store traffic. Sales of Multi-Dee* will be 
much easier and more frequent than sales of other 
diamond rings, and this in turn will mean faster 
inventory turnover and increased profits for you. 
Another feature of Multi-Dee* rings will be tie-in 
sales with watches, bracelets and earrings that match 
Multi-Dee* aprons. 

This new Multi-Dee* ring opens up a whole new 
market in the jewelry industry. It can now be sold as 
a necessary fashion accessory, and be practical in cost 
at the same time, All of the above add up to an oppor- 
tunity for you, the retailer, to substantially increase 
your sales of diamond rings. 


How Does Multi-Dee* Work? Multi-Dee* can be con- 
verted from an attractive solitaire to a fashionable 
cocktail ring very simply and in only a matter of 
seconds. A special removable head that unscrews, a 
safety locking screw on the bottom of the shank, an 
attractive apron, and our special button screwdriver 
are all of the component parts. There are no springs, 
bars, or parts other than those mentioned. To change 
the Multi-Dee* solitaire into a fashionable cocktail 
ring simply do the following; unscrew the locking 
screw, unscrew the head assembly. You now have two 
component parts; head assembly and shank assembly. 
Place the apron over the center hole on the shank and 
screw in the head assembly, then tighten the locking 
screw. After tightening the locking screw, the head 
assembly is securely in place and will not move. 


If you are interested in what you have read and 
would like additional information sent to you by mail, 
send us your name, firm name and address, 


*Patent Pending 
New Ideas 


in Jewelry 
Through Imagination 








THE MOST SUCCESSFUL QUALITY SWISS WATCH PROMOTION IN YEARS! 


fue National Retail Jewelers of America 
CONVENTION 


GET THE _ ON How You 
CAN SELL MORE 

H ACTS QUALITY 
SWISS WATCHES 


UPYPsTALITRS: 





WATCHMAKERS 
OF SWITZERLAND 


LOCATIONS 


NMILAIN EF1LOOFR EXHIBIT: 





Exciting Quality Swiss Watch mer- 
chandising program plus individ- 
ual store sales promotional ideas. 





How to display and explain to your 
customers the value of Quality 
Swiss Watches. 


COME ONE, COME ALL! UGUSI G= 
WALDORF-ASTORIA, NEW YORK — 108 


THE WATCHMAKERS OF SWITZERLAND @ 














the most unusual sales building FREE 
display unit ever offered! 


\ 
SS 
> 


WINDLITE! 


UNIQUE! 


Brilliantcrystal-clear globe 
on sturdy golden metal 
base displays a magnifi- 
cent array of 10 top Sell- 
ing Varaflame pocket and 
table lighter styles. Com- 
bines perfect visibility with 
pilfer proof safety! 


Lighters: VARAFLAME! 
VARAFLAME LADYLITE! 


LAME, 


LAM. 


2 ATE 


TELLITE 


ELLIIE 


NOW! BRING NEW 
SALES EXCITEMENT 


EYE-CATCHING! 


Draws traffic wherever you 
use it. Customers can re- 
volve 12 inch Satellite to 
inspect entire assortment, 
grouped attractively on rich 
red pad. Vari-Vue ‘‘dancing 
flame’ creates added con- 
Sumer curiosity. 


to your counter with this revolutionary display that 
features all five distinctive types of Ronson Butane 
VARAFLAME LITEGUARD! 
VARAFLAME TABLE LIGHTERS! 


VARAFLAME 


SALES MAKING! 


This is a permanent dis- 
play that sells and keeps 
on selling every kind of 
Varaflame — priced for 
every purse, designed for 
every purpose, and backed 
by Ronson’'s full-scale 
national advertising! 


THIS REMARKABLE NEW DISPLAY IS YOURS ABSOLUTELY FREE WITH 
YOUR ORDER FOR THIS WELL BALANCED V-10 VARAFLAME ASSORTMENT: 


Stock No. 


17002 
17017 


67002 


67004 
62001 
62004 
63101 
87001 
92100 
92981 
6-99053 


Suggested 


Retail 
$14.95 


Description 


Varaflame, Engraved Design 

Varaflame, Tortoise Enamel, 
Engraved 

Varaflame Windlite, Satin & 
Bright 

Varaflame Windlite, Engraved 

Liteguard, Silver Tone, Engraved 

Liteguard, Enamel, Gold Tone 

Ladylite, Gold Plated 

Rondo, Florentine Finish 

Meteor, Deep Brush Finish 

Goddess, Genuine Milk Glass 

Butane Multi-Fills @ $.75 


Total Suggested Retail Value 
(Pius FREE Display) 


$171.80 


Order now from your Ronson Supplier 


international Standard of Excellence 





They re New... 


“Wedgely,” four-piece canister set, has em- 
bossed design in classic Wedgwood motif. 
Interiors are lacquered for protection. Sug- 
vested retail, $5.95. From Daher Co., Ine., 
3-34 387th St., Long Island City, N. Y. 


‘> 


FANCY FOR NANCY 


1OO51F - 14 Kt Yellow 
Gold Florentine Finish, set 
with cultured pearls and 
genuine sapphires. 





PLAIN FOR JANE Six-transistor Toshiba radio is housed in a 


10038F - 14 Kt Yellow reproduction of a baseball, mounted on a tri- 
Gold with Florentine Finish pod of bats. Baseball can be removed from 
bats and hand-carried. Retail price is 


From Transistor World Corp., 52 Broadway, 
New York. 
Appeal is built into these 
two new Church creations. 
They’re bound to win wide 
acceptance with designs 
to please customers who 
prefer either simple or 


luxurious jewelry. 


Manufacturing Jewelers 
2 Garden Street, Newark 5, N. J. 


Sterling silver charm from Janel Manufac- 
Trade mark registered ‘ino C arkse Civi lar @ ial. has 
. marks sntennial, has 

oar ae turing Co mark ivil Wal centennia 
representation of Robert E. Lee and the Con- 
federate flag. Flag is enameled in red, white 


OUR FACTORY OPEN ALL SUMMER and blue. $3.50 retail. From your wholesaler. 











ELSE 


A competitor recently said Croton Chronomaster, watch of 1,000 
had an enviable reputation among uses...the Antarctic Watch that 
jewelers. ““They seem to know,” he survived the U.S. Navy’s Operation 
reported, “that Croton Watches sell Deepfreeze and inspired the famous 


when others don’t.”’ This is no accident. It stems 
from Croton’s basic policies. Who else but 
Croton offers fine watches in all the price ranges 
you must have in your store? This modern, efh- 
cient way to sell watches cuts costs. And Croton 
passes the savings on to you. Who else but Croton 
steps up the quality in each watch, offers features 
not found in other watches at comparable prices? 
Who else but Croton brings you so many fast- 


moving, high-profit specialty watches: Colorama 


VI, the most exciting fashion watch of our time... 





Antarctic line....and a host of others. Who else 
but Croton brings you watches of the highest pos- 
sible quality, at irresistible prices, and yet offers 
you big, healthy markups absolutely unsurpassed 
in the industry-the substantial markups every 
jeweler must have to do business at a profit today ? 
If these policies make sense to you, you owe it to 
your store to contact just one watch company: 
Who else but Croton? Croton Watch Co., 404. 
Park Avenue South, New York 16, N.Y. West Coast 
Office: 448 South Hill Street, Los Angeles, Calif. 





They re New... 


“Citation Corvette” by Benrus has 17 jewels, 
is self-winding and waterproof. Gold colored 
textured dial has dimensional hour markers. 
With expansion band, watch is $92.50 FTI. 


Start-Her-Necklace of 
“Orienta” Cultured Pearls 








LEYS, CHRISTIE & CO., INC. 


Serving America's Leading Jewelers since 1896 
65 Nassau St., New York 





Variation of Wax & Skolnik’s swirl setting 
series combines two sweeps of diamonds re- 
peated by the theme of the engagement ring 
swirl head. Available in 14K white gold. From 


vour wholesaler. 


communhi- 
cating 


WITH THE DEAR DEPARTED 
IS POSSIBLE, SOME PEOPLE 
CLAIM, BY MEANS OF A 
LATE HOUR SEANCE. ITS AP- 
PLICATION TO THE JEWELRY 
BUSINESS, HOWEVER, IS 
QUITE LIMITED. MORE PRAC.- 
TICAL METHODS OF COM.- 
MUNICATION MUST BE USED 
. . « ESPECIALLY WHEN THE 
RETAIL JEWELER IS SEEKING 
A SOURCE OF SUPPLY FOR 
AN ITEM OF MERCHANDISE 
NEEDED TO SATISFY AN 
EAGER CUSTOMER. THE FAST. 
SURE ROUTE TO CUSTOMER 
SATISFACTION IS VIA THE 
JC-K JEWELERS’ DIRECTORY New Schick “Compact” electric razor has 
ISSUE. stainless steel, removable head, is claimed to 
“open up a whole new frontier in the electric 
shaving field.’”” Shaver, which has a list price 
of $12.95, will be heavily promoted by Schick. 
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r f: 
.Y DOUBLE HEART 14K > 928 CF-14K 





¢ 1125CF 14K 
Y OBLONG 14K 
14 Karat Yellow Gold 
1/20-12 Karat G.F. Stainless Steel FT eae = -. _ er Sterling Silver 14 Karat White Gold 
1125CF —15'°— = .33 29CF—24''—.50 endless 11 et _24''— 4.49 Rhodium Finished Rhodium Finished 
1125CF -—18"— _ .39 32CF—24''—.55 endless 15 cane — 15 — 455 1125CF -—24"— 3.04 
1327CF -—15"-—  .41 15 Rope —18" — 5.45 3014CF -—18'— 1.00 60F —15"°— 2.71 
1327CF -18'— .49 14 Karat Yellow Gold 15 Ro . : 3014CF -—24'— 1.30 60F — 18 — 3.25 
‘ pe — 24" — 7.27 - 

1327CF —24''°—  .66 928CF —15”" 1.16 (regular or endless) 60F — 24° — 4.33 
1824CF -—18''—_ .59 928CF —18'— 1.39 Sterling Silver 3014CF — 30° 1.65 1824CF -—18'°— 5.40 
1824CF —24''— .75 1125CF —15'°— 1.65 Rhodium Finished (regular or endless) 1824CF —24'°— 7.20 
2022CF —18''— _ .70 1125CF —18'— 1.98 1125CF -—15°— .33 11 Rope —15''—  .46 1l Rope —15’"°— 2.92 
2022CF —24''—  .85 60F —15'°— 2.44 1125CF -—18"-—  .39 11 Rope —18°— 55 11 Rope —18'°— 3.50 
2517CF —18''—  .89 60F — 18" — 2.93 1327CF -—15"-— .41 11 Rope —24— .75 11 Rope —24''— 4.68 
2517CF —24'' — 1.10 60F —24°— 3.90 1327CF —18'-— .49 15 Rope —15—_  .58 Anklets 
Come or endless) 1824CF —18'— 4.84 1327CF -—24'-— .66 15 Rope —18°—  .69 

2517CF —30''— 1.40 1824CF —24— 6.45 1824CF -—18'— .59 15 Rope —24°—  .92 Individually carded, 6 
(regular or endless) 22 Flat —18''— 8.96 1824CF -—24'-—  .75 15 Rope — 30 — 1.15 on a stand. 

Rope —15'°'— _ .46 {hand polished) 2022CF —18'°— .70 ?, 1/20-12K GF—5.20 doz. 
11 Rope —18"—_ .55 Flat «12.70 2022CF —24''— ‘85 14 Karat White Gold sterling silver. 5.20 doz. 
11 Rope —24°— 75 thend polished) 2517CF —18"— 79 Rhodium Finished Double Hearts, Oblong 
15 Rope —15'°—__.58 25 Flat —18'' — 10.96 2517CF -—24"-— 99 928CF -—15''— 1.34 10K Yellow Gold—18.00 
15 Rope —18''—__ .69 rend polished) frequiar or endless) 928CF —18''— 1.60 14K Yellow Gold—24.00 
15 Rope —24"°— 92 Fiat — 24° — 14.34 2517CF — 30° 1.24 1125CF -—15'°— 1.90 In Gold: Double Hearts, 
15 Rope — 30° — 1.15 thend polished) (regular or endless) 1125CF —18''— 2.28 Oblong and oval. 
Special Sizes Available. Write Us Your Needs Chae 

ETON BURSTS UPON THE SALES SCENE with the most exciting line of machine made © = See Our 

jewelry chains ever! Quality craftsmanship in a wide range...all designed to reach the © COMPLETE LINE 
greatest audience...to provide the greatest turnover...the greatest margin of profit. 22. 

Naturally, you can expect the same prompt deliveries, personal services, and uncondi- BOOTH 3 


‘TRADE SHOW 


Main Ballroom AUGUST 6.10,1%6 


tional guarantees that make the sale of Eton products so much easier. 
Write for catalog & price list on Eton's preferred line of Watchbands, Idents, Neck Chains. 


wat joo aoveet ia 





ETON JEWELRY MFG. CORP. ~~ Valirtstra, 8 1961 


125 WEST 45th STREET, NEW YORK 36, NEW YORK « Circle 5-7075 











ATTENTION They're New... 
JEWELRY 
BUYERS e « « write 


for this free 80 page jewelry catalog 
containing more than 5000 jewelry creations, 
in platinum and gold. 


Featuring rings, bracelets, earrings, pendants, 
chokers, charms, necklaces and watches. 


Use of catalog eliminates the need of large in- 
ventory. 


Catalog is your showcase to consumer for over 

5000 jewelry items. 

You buy direct from the manufacturer. Crucifix comes in yellow or white—or two- 
Prices defy all competition. tone—10K or 14K gold. In 10K, retail price 


: : : is 4.10: in 14K, $16.95. Prices include chain 
Triple markup on all merchandise shown. is $14.10; ’ 
P P and box. From Barrasso & Blasi, 31 Governor 


We stock all items shown in catalog. ek ies 
Immediate delivery upon receipt of order. 
* Memorandum selection available. 


Take advantage of this free catalog offer: in- 
crease your sales without increasing inventory. 


Write Today! 


R. PEARLMAN INC. | \22'w «0 


Manufacturing Jewelers New York, N. Y. 
since 1906 JUdson 6-5893 


TROPHIES 


Specializing 








in Custom Awards 


for every event... : ; . 
y New Gallet chronograph has stainless steel, 


every purpose. water-resistant case, 17-jewel movement. 
Watch is specially designed for yachting pur- 
In addition to a complete poses. $112 retail. From Jules Racine & Co., 


i Ine., 20 W. 47th St., New York. 
line of standard awards, ( € 


R. & L. maintains a staff of 


skilled artists who will design 


to your order any special 


awards your customers may 


ask for. 


Write for free 34 page liv- 
ing color Catalog and price 
list showing the complete line 


of R & L Trophies. 


Sterling silver baby cup has double handles, 

R. & s MANUFACTURING C0). six-ounce capacity. Measures 2% inches high, 
10 N. 26TH STREET. KENILWORTH, NEW JERSEY 25, inches in diameter, not including handles. 
$9.50 Keystone. From Preisner Silver Co., 
CHestnut 5-8560 . | 


Wallingford, Conn. 

















Now... 
a stunning 
“frst”! All billfolds in 


crystal-clear presentation case 


... Most richly packaged 


gifts in industry. 














LOW COST — HIGH QUALITY 


Stock 
boxes 


Available for Immediate Delivery 


_Lm» 





Box No. J-] 


Covered with attractive 
buff-colored damask paper 


Ask for “The J Line” featuring 

an extensive range of sizes per- 

fect for jewelry and other small 

articles. Each box supplied with 

an insert of the best quality 
THE jewelers cotton. 


SEND FOR OUR 
CURRENT CATALOG 


ALOIL BOX COMPANY 


923 MT. HOPE STREET, ATTLEBORO FALLS, MASS. 


f 
KKathe, 
Ww € 


ONE PIECE = 


LEATHER 


WIDE 
RU 
WATCH STRAPS 


UNBEATABLE VALUES! 
UNMATCHED VARIETY! 


WIDTHS: 1/4 -5/16-3/8 -7/16-1/2 
No. 888 REPTILES —Cost $1.25 


LIZARD and ALLIGATOR in 
BLACK, BROWN and TAN. 


No. 857 CALF—Cost 90¢ 
BLACK, CAPRI BLUE, MELON, 
NAVY BLUE, PINK, YELLOW, 
GREY, BROWN, BABY BLUE, 
WHITE, RED, GREEN and in 
BLACK SUEDE too. 


ORDER NOW! 


Kae 


43 WEST 24th STREET 


“ 


They re New... 


“Drop” design features three diamonds and 
black star sapphire set in 14K white gold 
mounting in leaf motif. $22 Keystone (white 
gold chain additional). From Louis Neff Co., 
742 Sansom St., Philadelphia. 


(Dieses entrajengraiemapetonorsre|_ je gusferiapetaate 





Ladies’ watchband from Gemex Precision 
Metals, Inc., is available in yellow gold filled 
with contrasting white gold filled insert or all 
white, is said to feature the style and sparkle 
of rhinestones with none of the repair prob- 
lems. $9.95 FTI. 


“Stormking VII” from Hamilton has lumi- 
nous hands and dots against a radial brush 
dial background. Comes in yellow 10K gold 
filled case with 18-jewel movement. With 
alligator strap, it retails for $79.50 FTI; with 
expansion band, for $89.50. 


New pattern in silverplate from Wm. Rogers 
& Son division of International Silver Co. is 
“Gaiety,” featuring a sweeping floral motif. 
Fifty-piece service for eight retails for $49.95, 
including drawer chest. 





“LINDE® 
STARS 


are in the 
spotlig 











The executive wears Linde Synthetic 
Star Sapphires in original 14K White 
Gold Cuff Links combined with genu- 
ine diamonds. Designed by Fred Selt- 
zer Corp., Chicago, Illinois. 





















‘Linde’ * Stars are the only synthetic star sapphires and star rubies produced under quality controls. 


’ 


he major jewelry manufacturers listed here spotlight ‘Linde Star in some of their best selling creations 


NEW YORK CITY 1 & F. Flyer Perkel & Klein, Inc BUFFALO INDIANAPOLIS, IND. PENNSYLVANIA 
Alsan Mfg. Co I‘lyer Brothers Aaron Perkis The Rock-Lewis Co Goodman and Company Byard F. Brogan 
Axel Bros Ine Harry & Ben Frackman, In Samuel Platzer Co.. Ine Clark Ring Co. DETROIT. MICH PROVIDENCE, R. 1. 
Beckerman & Lerner (evertz & Co In MI 4 Reich & Co Jacob Segal & Son, In Anson, Ine 
in ta H. Glaser Co S. & M. Jewelry Co re Dolan & Bullock Co., In 
Belenky Bro: In a. Ne Star Ring Mfg. Co., Ine MINNEAPOLIS, MINN ' 
a es | reat Gioldstein-Gerson Co David Sarkin, Ine Ostbye and Anderson J White Mfg. Co., In 
uae a  % (jreen & Co jirs In William Schneider Ring Specialty Co NEW JERSEY 
i a ge Harry Guise, In aati Maal fis CHICAGO, ILL. ST. LOUIS. MO Acme Ring Mfz. Co., Ine 
> iit 0 qi Thi ‘ onen c 2 " 
4 —_ | . H Hamburger Co.. In En i] Braude & Sons ; e ' 4 . Murray Chuven 
Bristol Seamless Ring ¢ orp Haven Ring Co Seltzer Bros Hart Rine Co In \insiey & Sons Ine Church & Company 
Coronet Jewelers Irvring Co Skalet Mfg. Co., In Hirsch & Oppenheimer OHIO I E st Ge 
Davidson & Sons Jliry Morris Kaplan and Sor Was ; . Lewin & Co Fratianne Mfg. Co Jabel Ring Mfg. Co In 
Co In (‘harles Koppel Kit ‘ CC0Gs CECRtEeme i on “g ; , I B Goodman Mfg Co0., — & Woo and ('o | 
Dy Esposito Bros K.S.K. Jiry. Co li 1. RK. Wood & Sons, In Pred ~ “te : + In , In > eee ee . 
Kk. S. Feinstein & C Mercury KR , : Joc = Be sae “ owes Ky Bro In CHATTANOOGA, TENN 
ie ’ ing Corp Yours & Mine Stein & Ellbogen Co The Victor Corp John Ullenberg, I 


Add YOUR name to the growing list. Call or write to: 


CHARLES F. WINSON 


WORLDWIDE DISTRIBUTORS -« 580 FIFTH AVENUE, NEW YORK 36.COLUMBUS 5-2656 


* ‘Linde’ is a registered trademark of Union Carbide Corp 





They're New. 


Pin in diamonds and 14K white gold has leaf 
design, is accented with a spray of round 
stones and a pear-shaped diamond. Keystone 
This unusual assortment | price is $710. From Wm. Chalson & Co., Ince., 
of nautical charms provides you with a} 42 W. 48th St.. New York. 
valuable source of extra profits during the | 
boating and racing season. Available in 
either Sterling or 14 Kt. Gold, these pop- 
ular and attractive nautical motifs will 
score a hit with the sporting crowd. Order 
now through your wholesaler. 


J. M. FISHER COMPANY, Attleboro, Mass. uy. 

Ladies’ tapered mesh watchband has expand- 
ing links, is available in yellow or white gold 
filled. $10.95 FTI. G. F. Kestenman Bros. 
Mfg. Co., 280 Kinsley Ave., Providence R. I. 


Visiaae EVERY SECOND COUNTS... 
count on 


CLEBAR 


TECHNICAL WATCHES... 


a watch for every precision timing need 
each with a full one-year quarantee! 


— 


CLEBAR ‘ \\ WW, } CLEBAR Matched Barel Bridal wedding ring set has 
CALENDAR — STOPWATCH angled, satin-finished marquise shapes in yel- 
CHRONOGRAPH it #650 low gold, accented by recessed darts in white. 
#4537 i . Polished edges are also in white. The set is 

\ “ $66 Keystone. From Bridal Ring Co., 88-06 
Van Wyck Expressway, Jamaica, L. I., N. Y. 


© 


SS0 : 
Eas 

\A0 Cleba 
<235 25. \y 


Find out how you can cash in on this profitable stopwatch 
and chronograph market. Fill out and mail this coupon to: 


CLEBAR WATCH COMPANY 15 W. 44th St., New York 36, N. Y. 








, Combination electric can opener-clock is 

Yvame . . . oa _ ** 
Rush full information, from Rival’s new collection of “Wood Tone 

catalogand = asasc housewares. Front panel is faced with a thin 

wholesale price list. strip of real sandal wood covered with trans- 
No obligation, of course. : ; ’ 

City parent vinyl. From Rival Manufacturing Co., 


Se | 36th & Bennington, Kansas City, Mo. 
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SERVING MIAMIANS FOR OVER SS YEARS 





“eens 
bp . ry gauen 


“Our Yellow Pages advertising 


recently brought us a *5,000 sale!” AN ==). 


REPAIRING 




















says H. Rubin, owner, Maynard-Page Inc., Jewelers, Miami, Florida region he Po be 


totes Purchased fer Cash 


ured Appreisers for Banks, insurance Companie ion 
and Estetes “Serving Miemi over @ Mell Ceatery” 











Display ad (reduced) runs under JEWELERS — 
RETAIL. Call the Yellow Pages man at your 
Bell Telephone Business Office to plan a busi- 
ness-building program for you. 


: 
, 


Ee. 


“The customer, who spent $5,000 on 2 diamond rings, “Ever since I’ve been selling jewelry, Yellow Pages 
said he came in because he liked our Yellow Pages ad.”’ advertising has been essential to my business success.” 





¢ 
| ; ‘a 
“Our Yellow Pages advertising under Diamonds and “Our Yellow Pages advertising is especially valuable 
> . * > > . . ’, 
Jewelers — attracts new customers all year round.” in introducing us to tourists in this vacation area. 


Find Us Fast 
in The 


Yellow Pages 
" C= 


><__———) Display this emblem. It builds your business! 








Thev re New... 


JUST 
ARRIVED_ ED > 


—— | eon 


The Al New — Brand New Line Of 


Internationally Famous 


trattuxn OF LONDON 
COMPACTS and PURSE ACCESSORIES ae 


HANDSOMELY DESIGNED by artists of great talent ef Silversmiths has maple leaf motif with ribbed 
EXQUISITELY CRAFTED _ by British artisans of rare repute | handle ending in terminal scrolls. Diameter is 
IRRESISTIBLY PRICED at Keystone prices | l1% inches. $17.50 FTI. 








Featuring: Individual pieces and matched sets. 
— = ! 


———— 2S 
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OF LONDON, INC. 


39 West 37th Street, New York 18, N.Y. « Tel. LA. 4-4957 





Electric wall clock from Sunbeam has built- 
in night light, is named, appropriately, the 
“Night Lighter.’’ Comes in chrome or gold 
colored trim. Suggested retail is $9.08. 


Customer satisfaction is the key to 
success. You can be sure to satisfy 
all your customers’ service needs 


when you sell the profitable Racine 

line of timers and chronographs. 

Available from your local wholesaler. 

Write for catalog of these Racine 

brands; Galco, Gallet, Guinand, Se- 

curity... world renowned since 1870. | Simply by changing the apron, the new 
Jules “Convertible Ring” can be converted from a 
, solitaire to a cocktail, formal or all-occasion 
ring. Only one center stone is needed, and a 
large assortment of aprons is available. From 
Multi-Dee, Inc., 56 W. 46th St., New York. 





& Company, Inc. 
20 W. 47th ST.,N.¥.C. JUdson 2-0768 























MUCH LESS than what you've been paying! 
Why? Because the diamonds represent the largest 
single factor in its cost. 


Who but a Diamond Jeweler like Columbia, therefore, is in a 
better position to give you top quality diamonds, bona-fide value, 
and the opportunity to make full profit because you are assured 
of the lowest ‘direct’ price for diamonds anyone can offer. 


NOW. Axel Bros., Inc. introduces a COLUMBIA DIAMOND WATCH 
_..the only diamond watch made completely by a Diamond 
Jeweler. You get 14K gold cases styled and crafted by America's 
largest diamond watch case manutacturer ...a jewelers prod- 
uct sold only in Jewelry Stores... a unique “customized design 
service... and, for the first time, an exclusive Columbia 6-ligne 
jeweled movement every watchmaker will appreciate. Add to all 
of this—the power and backing of the COLUMBIA name! 


COLUMBIA DIAMOND WATCHES give you an unprecedented ad- 
vantage over every competitor, outstanding public acceptance, 
and the highest profit, most saleable Diamond Watch being 
offered today for important Christmas sales! 


Before purchasing any Diamond Watches. you owe it to 
vourself to see your Columbia Representative first—Write, 
Wire or Phone. 


COLUMBIA DIAMOND WATCHES. A Division of Axel Bros., 
Inc. 134-20 Jamaica Ave., Jamaica 18, N. Y. REpublic 9-1700. 


<= a 7 





AMERICAN 
RAL 
UAMINDS 


WHAT you need in diamonds 
WHEN you need it. 


at GE prices! 


¢ Tremendous stock of 
full-cuts: from 2 points 
to 14 carat. 


cs The color, size quantity 
“ey 1 ae you want when you 

; . 

Yong) want it. 


Credit terms best suited 
to your needs 


Uniformly high-quality 
diamonds at lowest 


Write or call ye - 
competitive prices. 


Me a 
AMERICAN ISRAELI DIAMONDS, INC. 
609 Fifth Avenue New York 17, N. Y. 


NEW YORK «+ TEL AVIV PLaza 2-4422-3-4-5-6 ANTWERP + MONTREAL 


REH-craft 


GOLF 


TROPHIES 
and AWARDS 


put you in the green’ 


Shooting for the ‘‘green’’ is 
easy when you keep your eye 
on Rehberger design and qual- 
ity at attractive low retail 
prices. Rich appearance, fine 
workmanship and wide range 
of selection make you the 
‘“‘pro”’’ in demand at every 
golfing level. 


LETTERS... 


D’Or Rose 


To the Editors: 

Quelle est la proportion d’or jaune et 
d’or rose vendue aux U.S. A.? 

Quelle est la proportion d’or a 9, 14 
et 18 carats vendue aux U.S. A.? 

Avec mes remerciements, je vous prie 
de croire, Messieurs, a l’assurance de 
mes sentiments distingueés. 

SERGE KORFAN 
Tangier, Morocco Credit Mobilier 

The amount of pink or red gold sold 
in the U. S. is equivalent to 1/10th of 1 
per cent of the yellow gold. No jewelry 
made of 9 karat gold may carry a qual- 
ity mark. About 60 per cent of the 
karat gold alloys used for jewelry in the 
U. S. is 10 karat; 30 per cent is 14 
karat, and 10 per cent is 18 karat.— 
The editors. 


Camel Riders’ Watches 


To the Editors: 

We should appreciate your permis- 
sion to reproduce your May cartoon, 
showing two Arabs on horses, in our 
house journal TIM, which is circulated 
to many thousands of jewelers through- 
out the country. 

R. S. BRUSH 
Assistant Advertising Manager 
Ingersoll, Ltd. 

London, Eng. 


Shopping Centers 


To the Editors: 

Melvin Rudolph’s article on shopping 
center stores in the June JC-K was a 
very interesting and informative one. 
He makes a good point of the advantage 


of having both a shopping center and 
15;"" tall, overall. Sell TROPHIES, downtown store 

Black/White Wood Base : 

List Price $18.60 PLAQUES, AL BURKE 
SHOWS. SCHOOLS AND CUPS in all Arm of Retail Merchants, Inc. 
INCENTIVES LEAGUES New York, N. Y. 


TOURNAMENTS CLUBS 
SALESMANSHIP seasons for every use: 


Accutron Article 


To the Editors: 


A.C. REHBERGER Co.’ L | I’ve just renewed my subscription to 
MAGNOLIA AVE® CHIC ge) : JEWELERS’ CIRCULAR-KEYSTONE after a 
| lapse of a vear, and I realize how much 


Write today for beautiful, color- illustrated CATALOG 


JEWELERS' CIRCULAR-KEYSTONE, JULY 1961 











af | & 
Tuded seaoll His:only: 16 Any jewelers 
who applau: 1 the fin Perdis wy, M '& M charms. 
They know they’ re stead /profit makers the 
year round. Why don’t; pu stop by to see us 
at the show and get acquainted. 








% 






RJA TRADE SHOW PACIFIC JEWELRY SHOW 
WALDORF-ASTORIA e SPACE 27 
(JADE ROOM SPACE 306) AUGUST 27-28-29 
AUGUST 6-7-8-9-10 








Our IBM processing guarantees quick and accurate delivery. 








JEWELRY CREATIONS, INC. 
50 Eldridge St., New York 2, N. Y. WO 6-2580 


JEWELERS’ 





CIRCULAR-KEYSTONE, JULY 1961 


FOR THE FINEST AND LARGEST IN THE U.S.A. 




















JOHN AND VINCENT BUONIELLO OF TUDOR JEWEL- 
ERS, ELMONT, L. I., SAY: “M & M charms really sell. 
And no wonder—they have everything our customers 
are looking for! Price, Beauty and fine quality.” 


Magic Money 
WITHOUT INVENTORY! 
WITHOUT INVESTMENT! 


7~ 








: 


Calvert Promotional Trophy cre- 
ated and produced by Arlen in “ 
cooperation with one of its regu- 
lar, authorized dealers. 

\ 


ARLEN TROPHY CO. makes 

that possible when you de- 
velop inquiries for CUSTOM DESIGN PROMOTIONAL 
TROPHIES. Just send us the basic information. ARLEN does 
the rest, including the preparation of color sketches and 
estimates — all without any expense to you — BUT WITH 
COMPLETE PROFIT PROTECTION FOR YOU. Write, wire 
or phone for complete information. 

WRITE FOR THE 1961 ARLEN CATALOG, printed in Full, Glorious 


color, and packed with the world’s largest collection of trophies 
and practical awards. Dealer imprint plan details included. 


ceney Gate 


68 Brook Ave., North Plainfield, N. 
Telephones: MAin 5-4630 (N.Y.) © Plainfield 7-4500 (N.J.) 


oe - —_ - _— <= J - 


—_ 
HIS and HE 


by SEA-LINER 


Two for the money 

Two for show 

Priced right, smartly styled 
These will make your 
profit grow. 

Just two from a wide 
assortment of self winding, 
waterproof sport and 
diamond watches. 

Do yourself two good turns 
today and write for further 
information and price list. 


WATCHES 
FROM 
$16.50 


| A 


SEA-LINER WATCH CO. 


31 WEST 47th ST. © NEW YORK 36, N.Y. © COlumbus 5-6920 


26 





I have missed in not having read your 
most informative articles. 

My renewal started with the May 
issue and thus I have missed your ar- 
ticles on servicing the Bulova Accutron 
watch. Please bill me for those back 
issues. 

SAM HAFFKIN 
Haffkin’s Watch Shop 
Trenton, N. J. 


Excise Taxes 


To the Editors: 

I got a lot of good from your article 
on excise taxes (April JC-K). Would 
you please inform me about the follow- 
ing: Several months ago Kiplinger's 
Letter stated that a wholesale jewelry 
company could add the 10 per cent ex- 
cise tax onto the invoice to a retail jew- 
eler, thus relieving the retailer from 
reporting the tax. 

MELVIN HAZELWOOD 
Hazelwooa Watch Store 
Pagosa Springs, Colo. 


Bernard N. Burnstine, author of “A 
Jeweler’s Guide to Excise Taxes,” pub- 
lished in JC-K’s April issue, says: 

The Internal Revenue Service ruling 
referred to in the Kiplinger Letter does 
permit suppliers (wholesalers, manu- 
facturers, jobbers, etc.) to pay the ex- 
cise tax, on the proper retail price, on 
jewelry sold to a retailer. Agreement 
for this practice must first be reached 
between the supplier and the District 
Director of Internal Revenue for the 
district in which the supplier is located. 
There are several technical qualifica- 
tions for such practice. 

The ruling was issued primarily for 
suppliers of door-to-door salesmen to 
relieve the individual salesman from 
the necessity of filing a separate report. 
It is doubtful that such a practice would 
he feasible between a supplier and a 
retail store. If an article were sold at 
other than the price on which the tax 
was paid the difference in selling price 
would have to be reported with pay- 
ment of any increase of tax due or a 
claim for refund for overpayment of 
tax. I know of no instance where a sup- 
plier has undertaken the payment of tax 
except where door-to-door salesmen are 
involved, although the ruling does not 
limit this practice to outside salesmen. 
—The Editors. 
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* Nationwide Publicity! * New 


plays! * Stuffers! * Traffic Creating | 









Dis 
Newspaper Ad Mats! AND MORE: 


RS 
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ELIMINATES ALL KNUCKLE PROBLEMS! 
GUARANTEES A PERFECT FIT! 











e Always easy to take off and put on! 





e Kliminates twisting and turning on finger! 
e Comfortable always! 
e Interchangeable FEATURE FLEX shanks with 
controlled-expansion enables you to 
‘“custom-fit’’ anyone right m your own store 
—in less than 2 minutes! 


OPENS THE DOOR TO 


REMOUNTS AND TRADE-INS alm 
SEs ting ot @ 
Sie ies. Ng j 
erage x, expe Nto 
ane a Nin 
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THIS IS THE PROGRAM 
designed to accelerate your 
_ diamond sales and profits! 
Act today! Contact your 
authorized FEATURE RING 
WHOLESALER for details 


or write: 


FEATURE RING COMPANY, INC., 130 West 46th Street « New York 36, N.Y. 


WORLD'S LARGEST MANUFACTURER OF QUALITY CRAFTED MOUNTINGS FOR DIAMONDS ° FEATURE FLEX RINGS ARE COVERED BY U.S. PATENT NO. 2,806,363 






EXQUISITE 
NEW STYLES! 


ane new york: WALDORF-ASTORIA HOTEL 
Visit us at the Shows! August 6th-10th, 1961 e FEATURE RING SUITE: 8E-F-G-H 


DALLAS: Marriott Motel, September 3rd-6th, 1961 e Marriott Suite 
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QUALITY ALWAYS 


Design that attracts the customer, with Quality 
that can’t be compromised, and always at a 


aaclilmiclaiilcmaccllicls 


co sold through wholesalers 


exclusively to the trade. 


ALL ITEMS SHOWN ACTUAL SIZE 


‘. 
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THE 1961 EDITION 


—576 pages 
—over 40,000 listings 


—up-dated information 


—thoroughly indexed 





Yes, as a JC-K subscriber, you get a big 
package of ALL-NEW MATERIAL 
in the 1961 Jewelers’ Directory Issue 


Its nearly 600 pages are jam-packed with refer- departments operate more profitably throughout 
ence information—unobtainable from any other the year. The 1961 Jewelers’ Directory Issue 
single source—to help you, your sales and service contains all these practical working tools: 


12-page Compact Index 


that gives the page number of every one of the 
1005 products and services listed in the Directory 
Issue. It does so in every conceivable fashion. 
For instance, suppose you need a source for Spring- 
wound Musical Alarm Clocks. The Index lists 
them that way, and also as Musical Alarm Spring- 
wound Clocks and as Alarm Musical Clocks. Thus, 
by whatever name you think of an item, you can 
find its page number instantly. The Compact In- 
dex (containing 2266 listings) can be your key to 
each and every kind of merchandise or service you 
may need in the operation of your business. 


Pictures of active 
flatware patterns 


each identified by its name and manufacturer. 
This section was a standout in the 1960 Directory 
Issue. “It circulates among the sales staff daily to 
check a flatware pattern or design in coordinating 
a china, crystal and silver setting” was a typical 
comment. This year’s Flatware Guide is bigger. 

It pictures a total of 462 patterns—284 in Ster- 
ling Silver from American suppliers—37 in Silver- 
plate’ of jewelry. store quality from American 
manufacturers—141 in Stainless Steel of jewelry 
store quality. 


Manufacturers’ Suppliers Section 


lists where-to-buy information for manufacturing “‘Wax Modeling” and ‘‘Welding Supplies.” Each 
jewelers; sources for everything from “Alloys,” supplier listing verified this year, of course, by the 
“Anodes” and “Abrasives” to “‘Watch Jewels,” signature of one of its officials. 















Retailer’s 
Suppliers Section 


—a monumental guide to sources of supply for 
products sold in the jewelry store, and services 
and supplies needed to operate a jewelry store and 
serve its customers. Based on information gathered 
in 1961, verified by the signature of a responsible 
official, from more than 6000 sources. These are 
listed under the various categories of merchandise 
or service they offer. 

“Have been using it every day,” retail jewelers 
said of this section in last year’s Directory Issue. 
Other typical experience: ‘‘Worth its weight in 
gold!” “‘A boon in locating sources of supply, re- 
pair and manufacture.” “Helped us find a source 
for jewelry boxes.” “Suggested four companies we 




















desperately needed to fill special orders.” “Lo- 
cated a mounting that made a $250 sale.” 

Thoroughly and recently revised—considerably 
expanded—the Retail Jewelers’ Suppliers Section 
in the 1961 Directory Issue has more than 30,000 
LISTINGS. 


Yellow Section with addresses, phone 


numbers of over 6000 suppliers 


lists, alphabetically, the street addresses and tele- 
phone numbers for each company and its branch 
offices. Each firm is identified as a manufacturer, 
importer or wholesaler; its method of distribution 
is indicated, as selling to wholesaler—to retailer— 
or to manufacturer. 

“Addresses and phone numbers, systematically 
arranged, are a convenience,” said jewelers of this 
section last year. One jeweler wrote: ‘‘With the 
Yellow Section, aspirin will have a drop in sales.” 

Containing hundreds of new names, new ad- 
dresses, new phone numbers (all verified), this 
year’s Yellow Section, like the rest of the 1961 
Directory Issue, had to be completely re-set in 
fresh type. 





Valuable reference information 


of day-to-day use throughout the trade. These 
features include: Names, addresses and photos of 
top officers of jeweler and watchmaker organiza- 
tions, national, state, local. Names and addresses 
of trade schools; length of courses, tuition fees. 
Jewelry sales data, showing each state’s share of 


the market. Brief reviews of 105 currently-avail- 
able books of educational worth to jewelers, watch- 
makers, engravers and silversmiths. “Plain Facts 
About Fancy Cuts’”—sales-building information 
about all the fancy shapes in which diamonds are 
made, including the new ‘*Trilliant.” 





Jewelers greeted 
last year's 
Directory Issue 
with adjectives 
like these: 


"DETAILED" 
"Big Help" 
"COMPLETE" 
Md YO he.” 


“Informative” 


“OUR BIBLE” 
“Wolh pleased” 


“comprehensive 


LET US HAVE 
YOUR COMMENTS 


HOW DO 


LIKE THE 
NEW 1961 
EDITION 

OF THE 
DIRECTORY? 


We would like your comments on its usefulness to you in 
locating sources for needed merchandise and services. We 
would like to know how useful last year’s issue has been 
to you in buying —as a reference volume — as a year 
‘round time saver and profit maker. You were furnished 
this three-pound volume at no additional cost above your 
regular JC-K subscription. We should appreciate your 
prompt response on how valuable you think this 576 page 
book will be to you. Your comments will be welcome. 


TO: Donald S. McNeil, Editor 
Jewelers’ Circular-Keystone 


Chestnut & 56th Sts., Philadelphia 39, Pa. 


The JC-K Jewelers’ Directory Issue is 























Your Name 





Store Name 





Address  _—___" 




















DWROOMS: 
EW YORK—225 Fifth Avenue,1129 
OS ANGELES—Bratk Shops, 705 
DALLAS—Trade Mart, 1400 
JAMI—1101 N.W. 22nd Street 
ST. LOUIS—219 Mdse. Mart 
ONG LAKE, MINN.—Route 12 
SEATTLE—614 Terminal Sales Bldg. 
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GEO. ZOLTAN LEETON CO., Imp 


GENERAL OFFICE & WAREHOUSE 
3622 SOUTH MORGAN STREET, CHICAGO 9, ILLINOIS 
CHICAGO SHOWROOM: 1555 MERCHANDISE MART 


a4 2 


For 11 Western States 527 W. 7TH STREET 


LEFTON-PACIFIC INC. LOS ANGELES, CALIF. 


orts 


P408 


2607 


2206 
2608 
1325 
1430 
1429 
1991 
1852 


2586 
1851 


2255 
2253 
2268 
2267 


18” Platter, Made in 
Italy .....@ach 
21” lronstone 

Platter .........each 
10” Plate .. dz 
Cup & Saucer. ... .dz. 
Planter L&R . dz. 
Turkey S/P dz. pr 
Cranberry Boat dz. 
Turkey S/P ...dz. pr. 
11” Iron Stone 

Plate ..... dz. 
Cup & Saucer ... .dz. 
21” Iron Stone 

Platter .........each 
ae 
Turkey S/P ...dz. pr. 
Gravy Separator . . dz. 


2.50 


3.30 
7.20 
6.00 
7.20 
6.00 
15.00 
6.60 


7.80 
6.60 


3.50 
13.20 
7.20 
7.20 
4.20 











THE 
MAN 
FROM 
TRIFARI 


He’s a man of business who 
is also a man of taste. He's a 
man of taste who ts also a 
man of tashion. Fashton ts 
his bread and butter, and 
champagne and caviar, too. 
There ts literally nothing 
about fashion jewelry that he 
doesn’t know. He knows that 
Trifari’s unchallenged lead- 
ership in the field of gzality 
costume jewelry can help you 
enjoy enormous volume and 
turnover, day after day, sea- 
son after season. 

His knowledge and experi- 
ence are yours for the asking. 
He is a jewelry merchandis- 


ing specialist, too. He can 
help you set up and control 
your basic stocks. (Trifari 
makes it that much easier 
with pre-ticketing.) What's 


more, he knows what sells: 
and he doesn't oversell. 


He understands advertising 
and promotion. He knows 
the vital pre-selling job 
Trifari’s dramatic, full-color 
advertising in Life, Vogue, 
Harper's Bazaar, Glamour, 
Mademoiselle and The New 
York Times Magazine can do 
for you. He'll work for you, 
win sales for you. Remem- 
ber, you can always rely on 
the man from Trifari! 


TRIEARI 














INTRODUCING 


A NEW CONCEPT IN DIAMOND RING DESIGN 


Paris inspired, this exciting new concept by Goldstein-Gerson gracefully interprets the 
“ASYMMETRIC FASHION LOOK”’. It will be shown for the first time at the R.J.A. Show. 
These exquisite creations...dramatically different... breathtakingly beautiful—will stimulate 


lively new interest in your line...magic in your sales! We cordially invite you to see this 
exclusive, new styling ‘‘first’’. 


We know you'll agree Finn 0 Goidstein-Gerson co., inc. 


that it’s MAGNIFIQUE ! The House of Gishtails  \30 WEST 46th STREET, NEW YORK, N. Y. 


L 








LONGINES-WITTNAUER 


ull steam ahead for Summer Selling 
...under sun and Stars, your customers 


still want proven, quality watches 


For many jewelers summer is a time to 
catch up on paperwork and store re- 
pairs, take stock, and make plans for 
fall. 


While you perform all these necessary 
functions, it’s a good idea to remember 
that your customers are full of vitality, 
heat waves notwithstanding... They’re 
out fishing, tenting, barbecuing, golf- 
ing, water skiing, skin diving, playing 
tennis—and dancing in the moonlight. 


Nowadays Americans live differently 
in summer. No matter how staid or 
sedentary our lives may be the rest of 
the year, we all turn informal under 
the sun. Almost everything that hap- 
pens, happens outdoors. 


In summer Americans dress differently, 
A man may normally be an arch con- 
servative in his appearance but, come 
summer, and his wardrobe isn’t com- 
plete without a bright plaid summer 
jacket. What’s more, he’s likely as not 
to wear bermuda shorts to weekend 
cocktail parties. 


And what lady could face her summer 
social life without the sleeveless sheath, 
patio gingham, stretch slacks and bare- 
foot sandals? 


As jewelers well know, the traditionally 
“correct” gold-and-pearls formula in 
accessories gives way to a riot of gay 
summer jewelry, much of it as costly 
as the precious metals. 


Look at the price tags of “casual” 
summer clothing and gear, and you'll 
see that we're spending as much for 
these items as we do for cold-weather 
accessories. 


WHAT HAPPENS 
TO WATCHES? 


Amid all this seasonal sartorial excite- 
ment, what happens to watches? 


Here’s your prime opportunity to sell 
that second sport watch for sports— 
the All-Proof...automatic. .. electric 
... Skin-diver . 
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Admiral-1222 
Automatic 


Calendar Automatic 
$125 


Here's your chance to feature not only 
practicality for sports, but the gaiety 
of summer watches for summer ward- 
robes. For ladies, it’s the perfect time 
to promote Wittnauer’s “Night and 
Day” watch, which comes with two 
beautiful bezels and four straps of 
different colors. What a boon for 
bright summer cottons! 


Here’s your chance, too, to feature 
fine Longines and Wittnauer watches, 
and LeCoultre clocks, as hostess gifts. 
More and more Americans own sum- 
mer homes and entertain guests for 
weekends and longer. More Americans 
are traveling and staying with friends 
and relatives in other parts of the 
country. You’ve a new market for 
the more substantial presents that are 
sent after prolonged visits. 


No change in quest for quality 


Summer or winter, when they want a 
watch, most people want a fine quality 
watch. They're just as suspicious of the 
cheap watch that will fail them in a 
boat as they are of the cheap watch 
that won’t perform in the office. 


When you sell summer watches stress 
dependability, accuracy and quality— 
just as you do in any other season. 
You'll find Longines’ “Consumer Fran- 
chise” just as valuable in July as it is 
in December. By “Consumer Fran- 
chise” we mean that more Americans 
want a fine, jewelry-crafted Longines 
product than they do any other watch. 


Take advantage of this headstart that 
decades of confidence in Longines 
gives you. 


The customer who already owns a 
quality watch is bound to want an 
equally fine summer timepiece. And if 
he hasn’t a quality watch, he certainly 
needs one now! 


Either way, he’s a prime prospect for 
the hundreds of models that have kept 
Longines in a position of style leader- 
ship for almost a century. 


itil 
—— 





LONGINES-WITTNAUER WATCH COMPANY 
LONGINES 
WITTNAUER 
LE COULTRE 
VACHERON & CONSTANTIN 
ATMOS 
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ee SITUATION: Our thanks 


to The New Yorker for this 
choice a po from the Cleveland Press . 

“A new necklace idea from Paris 
is this: Two or three rows of big. 
round. heavy beards hanging right 
down to the waistline.” 

Quipped The New Yorker: “Not 
for a woman who's ticklish.” 

Wish wed said that! 


= ACTIVE LIFE: Up Maine way 
they grow ‘em tough. Only sissies 
retire. 

Take the case of Ernest O. Sugden 
of Orland. Sugden repairs watches. 
clocks and jewelry, has done it for 
(0 years. 

But for an active fellow of 89 (he’s 
the oldest man in Orland), this just 
isn t enough. So in addition to plying 
his trade, Sugden handles the duties 
of town clerk, notary and surveyor 


._ and sells insurance. 


I] ‘RD Luck Story: Early in April 

the story hit the papers: gold 
discovered in Old Glory, Texas. 

Lucky man who made the find was 
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SPEAKING OF THE JEWELRY TRADE 


a used car dealer, Paul Harrelson. He 
said ore samples were assayed at 
$138 per ton in gold, as against the 
$10 to $11 per ton averaged by the 
largest American gold mine. Things 
looked pretty rosy for Harrelson. 

A few days later, the papers car- 
ried the sad sequel. Sightseers over- 
ran Harrelson’s mining operation in 
such numbers that his employees 
couldn’t work efficiently. 

Then a dam on the nearby Brazos 
River broke and much of Harrelson’s 
equipment was swept away. 

To make his woe complete, several 
persons with whom Harrelson had 
verbal agreements for land leases 
changed their minds when they heard 
of his strike. 

Gold? Who needs the aggravation ? 


_— 0° NOTHIN’: Doesnt take 
much to draw a crowd in South 
\frica. 

Last vear £0,000 people came to 
Kimberley to look at a hole in the 
ground. 

The hole. the “Big Hole” which is 
all that remains of the Kimberley 


Diamond Mine, is the biggest man- 


made crater in the world. 

Its diameter is 1,500 feet. which 
is an awful lot of nothing, any way 
you look at it. 


eer SAWBONES: Is the Internal 
Revenue Service softer on med- 
icos than on jewelers? 

We wouldn't hazard a guess, but 
you might consider this instance 
which we quote from the magazine, 
Medical Economics. 

An Illinois doctor broke his wrist 


watch a few months ago ... and 





listed half the repair bill as a Federal 
income tax deduction. 

The doctor explained: “I couldn't 
run my practice without a watch. It’s 
just as necessary to my office routine 
as a typewriter or adding machine. 
So why shouldn’t I deduct part of 
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A. Six tine diamonds embellish 
the beautiful Florentine finish 
hand carved on concave top. 
Tapered. Bright edges. Keystone 
$130 per set. 


E. Beautiful two-tone design. 
Yellow gold hand carved Flioren- 
tine finish, recessed white darts 
and swirls. White, bright stepped 
edges. Keystone $66 per set. 


G. Concave two-tone original. 
Yellow gold hand carved Floren- 
tine finish marquise designs, 
bright white triangles. Roped, 
bright stepped edges. Keystone 
$73 per set. 


1. Continuous hand carved pat- 
tern gives gleaming accents to 
the handsome satin finish. Bright 
stepped edges. Keystone $62 per 
set. 


Controlled distribution .. . 


B. Six fine diamonds flanked by 
bold triangular designs with hand 
carved Florentine finish. Tapered. 
Keystone $120 per set. 


FIVE REASONS WHY 


why 
As uv 
Ne A 
So 
* nn’ 


C. Six fine diamonds individually 
set, hand carved baguettes 
enhance these handsome satin 
finish rings. Tapered. Bright 
stepped edges. Keystone $122 
per set. 


HAND CARVED 


WAND caavel 


A 
40a true HANO i de 


MATCHED WEDDING RING SETS 
EXCEL...OUTSELL 


ALL OTHERS 


GENUINELY HAND CARVED 
ORIGINAL, ADVANCE DESIGNS 


UNSURPASSED QUALITY 


} 
2 
3. EXPERTLY MASTERCRAFTED 
4 
5 


MODESTLY PRICED 


= 


Sai Hl » = x 


J. Magnificent hand carved Flor- 
entine finish enhanced by con- 
tinuous flow of gracefully waved 
panels. Bright stepped edges. 
Keystone $66 per set. 


K. This original creation features 
an unusual hand carved plaid pat- 
tern. Bright stepped edges add 
gleaming highlights. Keystone 
$66 per set. 


All styles available in white or yellow 14K gold. 


D. Six fine diamonds regally rise 
from the concave center adorned 
with luxurious hand carved 
Swedish finish. Tapered. Key- 
stone $112 per set. 


F. Distinctive two-tone creation. 
Sparkling, recessed white stars 
highlight the yellow gold hand 
carved Florentine finish. Key- 
Stone $66 per set. 


H. Recessed white design 

accented by handsome yellow 

gold satin finish. Bright, white 

stepped edges. Keystone $66 per 
t. 


L. Romantic, sparkling facets, 
gay swirls of wheat enrich the 
superb hand carved Florentine 
finish. Bright stepped edges. Key- 
stone $66 per set. 


sold by the manufacturer directly to the retailer e Free mats upon request 


Traffic-stopping display unit also available e DEPENDABLE 24-HOUR SERVICE ON ALL SPECIAL ORDERS 


BRIDAL RING CO., 


INC., 88-06 Van Wyck Expressway, Jamaica 18, L. I., N. Y. 
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The Internal Revenue Service ac- 
cepted the explanation without ques- 
tion. 

This opens up a vast range of pos- 
sibilities—and April is only 10 


months away... . 


()% ARM VENDIT: Personnel prob- 
~ lems of small jewelry stores may 
be one step closer to solution. 

Automatic Canteen Co. of America 
has developed an automatic vending 
machine which dispenses as many 
as 130 different items, including jew- 
elrv. transistor radios. camera film. 
etc., etc. 

“Super Vend” accepts the custom- 
ers money (presumably with a some- 
what mechanical smile). returns 
exact change and automatically de- 


livers the selected merchandise. 


| rw WAS RIGHT: Any jewele! 


who in a rash moment has ever 


the cost as a professional expense?” 


permitted just a shade of exaggera- 
tion to creep into his advertising 
copy can take heart. They do it big- 
ver and better south of the border. 
anguished screams’ from 
Mexico's Health Ministry. 


Magnetized wrist bands are being 


despite 


widely advertised as one-shot cures 
for almost every malady known to 
man. 

The ads unabashedly claim the 


bands will balance blood pressure 
and circulation, put new zip into hor- 
mone glands. help digestion. prevent 
apoplexy, asthma, rheumatism. head- 
aches, fatigue, etc., ete. 

An estimated 350.000 bands have 
been sold in Mexico at $12 each. and 
the fad continues. The Health Minis- 
try can rant and rage. but it cannot 


prevent their sale. 


yr" ON THE FARM: Yujiro Hama- 
guchi. owner of a Tokvo pear! 


farm. found 620 pearls in one ovster. 




















“Keep time for about 15 minutes, Fred, until | get 
a new set of hands!’ 
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20. of which were rare black ones. 
Ah. for the life of the happy hus- 


handman. 


|i gow DIAMOND DOIN’S: For a while 
it looked as if the city of Nash- 
ville, Tenn., had gone plumb off its 
rocker. 
Strangers would dash up to you, 


wild eved and panting, and gasp out: 





“Have vou got a WADA diamond?” 

lt was a real case of diamond 
fever, and it was all the fault of 
Radio Station WKDA. 

To keep its name prominently in 
the minds of the sood people of 
Nashville. WADA turned to the ven- 
erable. but nearly always successful, 
cimmick of giving something away. 

The “something” was diamonds, 
and the gems went to radio listeners 
able to identify persons holding the 
stones by tips given over the air. 

This. naturally, led to considerable 
excitement and an-:equal amount of 
confusion. James Stahlman, pub- 
lisher of The Nashville Banner, was 
deluged with calls asking whether he 
had a WADA diamond. 

He did not. But the Banner carried 
a story hinting who might. The Ban- 
ner story said: “The alleged jewel’s 
whereabouts may be ascertained by 
making a personal visit to the resi- 
dence at 3514 Wilber Foster Drive 
or by telephoning AM 9-5213.” 

That address and phone belong to 
Jack Stapp, the WKDA general man- 
ager who dreamt up the whole stunt. 
Lnited Press International reported 
laconically that “Stapp could not be 
reached by telephone for comment at 
his home. His line was busy.” 

WKDA gave away 14 diamonds 
valued at $500 to $1,000. Four local 
jewelers also got into the act, and 
each gave a $100 diamond ring to 


the first persons to come into his 
store with a_ book opened to 124 
VW KD A's frequency -P 
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RJA’s convention, 

next month at the Waldorf, 
will face up squarely 

to many of the major issues 
that confront 

the jewelry industry 


@ THOUSANDS OF RETAIL JEWELERS from all parts 
of the country will converge next month on New 
York City, drawn irresistibly toward the twin 
towers of the Waldorf Astoria Hotel. 

The attraction, of course, is the 1961 Retail 
Jewelers of America Convention and National 
Jewelry Trade Show, which opens Aug. 6 and 
runs through the 10th. 

Jewelers will spend hours browsing among the 
exhibits (at press time the exhibitor list was near 
the 300 mark), making mental notes of what they 
need to round out and update inventories; they 
will meet old colleagues and friendly rivals and 
will compare notes on business and life in gen- 
eral; they will put care aside and get into car- 
nival spirit for the “Night in Spain” program of 
Spanish music, dancers and singers which is 
planned for the annual banquet Aug. 7 on the 
Waldorf’s Starlight Roof. 

Those who spend their days and nights thus 
will have had a pleasant time of it; but if they do 
nothing more than this, they will return to their 
stores half nourished, having sampled the hors 
d’oeuvres and left the main course untouched. 

What the jeweler takes back from the RJA 
show will depend largely on what he brings. The 


RJA has gone to considerable effort to gather to- 
(please turn to page 60) 


Maurice Adelsheim, Jr.. C. Read McLean, vice- 
moderator. Vice presi- president for sales, Towle 
dent, S. Jacobs Co., Min- Manufacturing Co.  For- 
neapolis. President, RJA. merly manager, Special 
Former president, vice- Products. Division, The 
president, Minnesota Re- Hoover Co., marketing 
tail Jewelers Associa- manager, Automatic 
tion; former regional  Blankets-Sun Lamp Divi- 
vice-president, ANRJA. _ sion, General Electric Co. 
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WHITHER WATCHES? 


Fred B. Dreifus, moder- 
ator, owns Dreifus Jewel- 
ers, Memphis. Former 
president of NJA, he led 
the move to merger with 
the ANRJA. He has rep- 
resented the jewelry in- 
dustry in Congressional 
excise tax hearings. 
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Do you want to know: ‘‘How the Bridal Business Can Be Brought Back Where It Belongs, into the 
Jewelry Store’? These men will present their ideas—and discuss whatever questions you ask 





Carroll Seghers, owner 
of Carroll's, Coral Gables, 


J. Russell Price, director 
of design and research, 
Doulton & Co., Inc. For- Fla. Entered jewelry trade 
merly held same title as advertising director of 
with Gorham Co. Has’ the Gruen Watch Co., 
taught design at Mary- later became advertising 
land Institute, Rhode Is- manager of Baldwin 
land School of Design, Piano Co., taught adver- 
Boston University. tising at U. of Cincinnati. 


John R. O'Kane, vice- 
ident, Michaels Jewelers, president and general 
New Haven. Former vice- sales manager, Gorham 
president of RJA. Past Corp., Providence. Ten 
president, Connecticut years’ experience in re- 
RJA; director, Jewelers’ tail jewelry field before 
Vigilance Committee and joining The Gorham Com- 
Jewelry Industry Tax pany as a sales repre- 
Committee. sentative in 1934. 


Howard |. Michaels, pres- 








What Can the Retail Jeweler Do to Recapture His Share of the Watch Market? Three retail 
jewelers and two watch company executives will lead a frank discussion of this major topic 





M. F. Cartoun is presi- 
dent of Longines - Witt- 
nauer Watch Co. Joined 
L. Heller & Son, Inc. 
(later Heller Deltah Co.) 
in 1921 and became 
president while in his 
30s. He joined the Lon- 
gines firm in 1935. 
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Simon C. Gershey is vice- 
president and director of 
sales, Bulova Watch Co., 
Inc. A trustee of the 
Joseph Bulova School of 
Watchmaking, Gershey is 
also a lecturer at the 
New York University 
School of Retailing. 


Leo H. Weisfield, presi- 
dent of Weisfield’s Jewel- 
ers, Seattle, also heads 
the Diamond Council of 
America. He is treasurer 
of Greater Seattle, Inc. 
Has 32 stores in Cali- 
fornia, Idaho,. Oregon and 
Washington. 


Morris B. Zale is chair- 
man of the board of the 
Zale Jewelry Co. He has 
built up a chain of 210 
stores in 33 states in the 
39 years since he opened 
his first jewelry store in 
Graham, Texas. Volume 
last year: $54,000,000. 
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A 
Accre Watch Co., Inc. 
Adams, William, Ince. 
Adler, Albert 
Advisers, Inc. ...Room 966 
Aetna Creations, .. S 
Aisenstein, Louis & Bros. 
Alsten Co., Inc. ... 
Altheimer & Baer, Inc. 
American Charm Cor p. 
Amira Jewelry Co. . 
Arbor Jewelry Co. 
Argentum Silver 
Arm of Retail Merchants Inc. 
Rooms 9 L, M 
Arnstein Bros. & Co., Inc. ..Room & B 
Avedon Mfg. Corp 
Axel Brothers, Inc. 


B 
B & O Chain Co. 
Baden & Foss Co. 
Bates, C. J.. & Son 
Sayer, Pretzfelder & Mills, Inc 
Room S84 
Bell & Howell Co. , 18 
Benrus Watch Co. 
Rooms 951, 953, 955, 

Bentley Lighter Corp. 
Berwin Jewelry Co. 
Betesh, C harles L., 
Blackinton, , , C2... 

Park cede Hotel-Petite Salon 
Blum, L. ae Co. 
Boardman, J.C, & Co. ......329-330 
soner, M. Co. .129-130 
Borgzinner, Inc. Room 987 
Botell Ring Co., 
Bradley Time Corp 


Inc. 
Brown & Gravenson, Inc. ... 
Bufkor, Ine. ...... 77-78, 81-82, 88. 90 
Bulova Watch Co. ..4J,K, L,4M 1-3 


C 


Caribe Time Products, Inc. ....... 39 
Central Business Machines Corp. 
M 122 
Charmking Jewelry Corp. ....... 143 
Chesterfield Jewelers, Inc. ...326-328 
re RS a Room 991 
Coehler, Henry Co., Inc. . Room 866 
Cohen, A., & Sons ‘Corp. 
Jansen Salon & Blue Room 
COMOP BEGE, BMC. cccccccccse Room 959 
Columbia Silver Co., Ine. 
Columbus Show Case Co. 
Consolidated Sewing Machine 
Corp. 240 
Continental Merchandise Co. .230-231 
Coro Fashion Watches, Ltd. ..T 13-17 
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THERE'LL BE MORE THAN 


THE 


‘JOO EXHIBITS AT 


Crown eee 84 & 92 
Crown Wristband Co., Ine. 

Cuckoo Clock Mfg. Co., Inc. ....70-71 
Cultured Gem Stones, Ine. ...234-235 


D 


Dagan Jewelry Co. ...........M 107 
Davidson & Sons Jewelry Co. 
fe eo re 21 
Deltah, Pearls By 7 
Dennison Mfg. Co tar 
Diamond Manufacturers & 

Importers Assn. 
Dolan & Bullock Co. 
Doskow, Lenore, Inc. saa aut 
Doulton & Co., Ine. ........ Room &48 


E 
Eastern Jewelry Mfg. Co. 
escnperem & Co. ....cscccces Room 849 
Elgin National Watch Co. 
Carte y emt Rm. and 
Carpenter Salon 
Elpa Marketing Industries, 

Ine. Room &05 
Empire Hollowware Co., Inc. ....313 
Engelhard Industries, Inc. 

English Silver Manufacturing 

Corp. doe 

Enicar Watch Corp. 
Enzeeco Distributors, Inc. 
Eton Jewelry Mfg. Co. 

Eton Silver Co., Inc. 


Fr 
Faer-Lessman Corp. 

Fairbanks Ward Industries... .2 
Feature Ring Co.. Rooms 8 E, F, 
Feinstein, E. S., & Co. ..........319 
Felsenfeld, Jack J., Inc. .......... 58 
Ferri Bros., Inc. 

Fleischman, Louis 

F lex-Let Corp. ee ee Rooms 801, 803 
Florn Clock Co., Inc. ........... E 12 
Forestville Clock en 118-119 
Forman-Cutler Co., Inc. 5 
Forstner, Inc. ....... Rooms 868, 870 
Freed, Edwin, Inc. ............30-31 


G 


Gem Platinum Mfg. Co. 
Gemex Precision Metals, Inc. 
Rooms 9 R, 

Gemological Inst. of America 
General Charms, Inc. ...... 85-87, 91 
General Electric Co. ........... 67-68 
Gift Box Corp. of America 
Gosmuar Bie. COP. 2... cccccccccs B 5 
Goldcraft Jewelers 
Golden Shield Corp. 

Rooms 401, 402, 407, 418-419, 4V2 


Gold Filled Manufacturers Assn., 
Inc. 
Goodman & Co. 
Gorham Co., The 
Rooms 877, 879, 881, 8&8 
Gorman, Henry, & Son, Inc. 
Gotham Watch Co. Inc. .... Room 961 
Gould Advertising, Inc. Room 865 
Gruen Watch Co., The. T 3-12, E 27-30 


Gutschneider, Jack, Jewelry Co., 


H 
Hamilton Watch Co. 

Rooms 403-404, 408-409, 414-417 
Hammerman Brothers 2: 
Harlee Creations, Inc. 

Harlie Transistor Products, 
Ine. 
Harris, -» anc. 
Hartsell Miracle Jewelry Cleaner 
Co. 
Heart O’Romance 
Honda Associates, Inc. 
Honora Jewelry Co. 
Huve Space Saving Box System.98-99 


Imperial Lamp & Shade Co. ..... 203 
Imperial Pearl Syndicate, Inc. 

Rooms 912, $ , 916 
Incabloc Corp. 
International Silver Co. 
Ipekdjian Inc. 


J 
Jaffe, A., & Sons, Inc.. Rooms 967-969 
pe ee 141 
Jayposen Charm & Jewelry Mfg. 
Co. 
Jewelers’ Circular-Keystone 
Jewelers Guild, Inc., The 
Jewelry Industry Council 


K 

K.S.K. Jewelry Co. 
Kaplan & Reed, Inc. 
Karlan & Bleicher, Inc. 
Rooms 867-869 

. Rooms 994-995 


§11-312 


Kaspar & Esh, Inc. .. 
Katz, Frank M., Ine. 
Keystone Camera Co., Inc. 

Klang, Wladek 

Koch, Fred J. 

Krementz & Co. ...... Rooms 900- 902 
Kushner & Pines, Inc. ..... Room 921 


L 

L & R Manufacturing Co. 111-112 
Landau, Max, & Co., Inc. ....... B 11 
Lang Manufacturing Co. ........219 
L’Argene Products Co., Inc. .....321 
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Coming, August 6-10 — a panoramic preview of what’s new in merchandise for 


fall and holiday selling, what’s new in advertising aids and sales promotion. 


Check this list to see what exhibits you don’t want to miss during the National 


Jewelry Trade Show at the Waldorf. Additional exhibitors are signing daily for 


space at this RJA convention . .. which promises to be the biggest ever 


Lauffer, H. E., Co., Ine. 
Laytan Jewelers, Inc. 
Lazarus Jewelers, Inc. 
Le@erer, Victor Co. ...cccccceccccs 37 
Leeds Travelwear Products 
Lehman Bros., Silverware Co.. 
Leon Jewels, Ltd. 
Lieber & Lerner 
Lifton, Harold, Co., Inc. 
Lignum-Vitae Products Corp.. 
Linde Co. 
Longines-Wittnauer Watch Co. 

Rooms 8 R, 8S, T, U 
Lovebright Diamond Co., Inc. 

Rooms — GR? 

Lucien Piccard Watch Corp. ...6, 15 
Lumin Jewelry Co. 


M 
M & M Jewelry Creations 
Mansfield Holiday Corp. 
Marathon Co. 
Marhill Co., Ine. 
Mautner Co., Inc. 
Meeker Co., The es 
Mele Manufacturing Co., Inc. 
Merchandise Selectors, Inc. 
Mercury Ring Corp. 
Milada Jewelry Co. 
MGM Jewelry Manufacturers, 

Ine. 
Moba Jewelry Corp. 
Modern Onyx Mfg. Co 
Modern Sewing Machine Co., 

| APP FOC OEE Te TE TCT er Tee 
Monte Jewelry Mfg. Corp. ....... 331 
Monterey Jewelers, Inc. .......... 16 
Morel Jewelry Displays, Inc. 

Rooms 941-943 

Moss Photo-Litho, Ine. 


N 


N. J. ~—e Mfg. ¢ 

Napier Co., The 301-302 
National Bridal Service, Inc....M 104 
National Jeweler Magazine .....238 
New Hermes, Inc. .............55-56 
North America Philips Co. .47-48 


0 


UG EM Red aes ear nkeanes E 3-11 
Overocean Clock Co. ............. 46 


Pp 


 @ © Cremeneemes ... occ ccccccnd M 110 
Paramount Wedding Ring Co. 
Room 992 
Parker-Allen Industries .........225 
Parker Pen Co., The 
Rooms 800-802-804 
Paye & Baker Mfg. Co., Inc. ....322 


309- 310 


Room 904 
_209-! 210 
_M 102 


Pearl, Erwin, Inc. 

et. reer rer rrre eo 

Pomerantz, Reuben Jewelry Co., Inc. 
Carpenter Suite-Foyer 

Prince Gardner Co., Inc. ........229 


Q 


Queen Lace Co. 


R 


ee TURE... vccneuedesdeae 142 
Raimond, Silver Mfg. Co., Inc. ...322 
Reed & Barton Silversmiths 

Rooms 979, 981 
Reese Jewelry Corp. ...... Room 945 
Reich, M. A., Co., Inc.. Rooms 907-909 
Remington Rand Electric Shaver.9-190 
Remington Rand Portable 

Typewriter 

Renoir of California, Inc. 
tensie Watch Co., Inc. a te iene ated 221 
Retailer’s Marketing Guild 

Rooms 880-882 
Lommem PreGmete «i... ccscccccecas 24 
tocket Jewelry Box, Ince. 
Rockwell Silver Co. 
Ronci Jewelry Co. 
EE EE 
Ronni Charm Co. 
Ronson Corp. 
Rose, H., Crystal Import Co. . 
totkel & Landy 
toxhall Time Co. 
Royal McBee Corp. 
Royal Sewing Machine Co. ....M 108 


S 


Oe ee ee 207 
Savoy Watch Co., Inc. ..... Room 965 
Saxony Jewelry Mfg. Co., 
Schick, Ine. 
Schindler, Geo. D. ......... Room 9 963 
Schwarez, A., & Son, Ine. 
Selsi Co., Ine. 
Semea Clock Co., Inc. 
Sessions Clock Co. .......... E 15, 
Seth Thomas Clocks—Div. 
General Time Corp. 

W. A. Sheaffer Pen Co. 
Sheffield Watches 
Sheridan Silver Co., 
Shiman Bros. Colonial, Inc. 

Rooms 853-855 
Shriro Trading Corp. > 
Sy ee) 
Silver City Glass Co., Inc. ....205-206 
Simon & Son 
Sinzheimer, Hans, Inc. 
Solow, Harold, & Co. ............318 
Sony Radio Corp. of America ....131 
Speidel Corp. ...... Rooms 4 F, G, H 


Standard Metal Products Inc. 

Standard Unbreakable Watch 
Crystals, Inc. 

Star-Lite Merchandising Co. 

Steamaster Co., inc., The 

Steven, David G., Inc. ....... 138-139 

Stratton of London, Inc. .........33 

Suberi Brothers 

Superior Chain Co., Inc. 27 

Superior Jewelry ie <3. 4, <i che 32 

Supreme Cutlery Corp. .......... 115 

Swedish Metalcraft, Inc. 

Swift Instruments, Inc. 

Syracuse Ornamental Co. 


T 


Tanenbaum, B., & Co. ........... 83 
Tanz, Philip, Co., The ...... 201-262 
Taris Imports, Inc. ......... 243-244 
Tasco Sales, Inc. .........M 111-112 
Teena Creations, Inc. ....... E 22-23 
Tessco Jewelry Creations 2i 
Tishman & Lipp 
Carpenter Suite, White Room 
Tobias, Meyers & Nebenzahl 
Towle Manufacturing Co. 
Rooms 842-844-846 
Town & Country Jewelry & Import 
cae kids catsndeaebnaves ones M 101 
Transistor World Corp. ......... a2 


Ultrasonic Industries, Inc. 
United States Time Corp. 
4 ee re 


V 


Vacheron & Constantin-Le ae age 
Rooms 8 R, S, T, U 
tooms 901- aM 905 y 


94? 


Van Del Corp. 
Victorian Jewelers 


W 

Wallace ee .Rooms 410-413 

Wapner, Sr 

Warner Pr Pi | aay eae 213 

Watchmakers of Switzerland. 110-112 

Weissman Watch Corp. ....... 4-V-1 

Westclox, Division of General Time 
Corp. 

Winard, Inc. 

Wood, J. R., & Sons, Ince. 


Rooms 915-917 


Y 
Yeffeth, 


Z 
Radian Waban GO sé ccccecticcceves 128 


S., Jewelry, Inc. ...... M 114 


CODE: B—Basildon Room. E—Empire Room. S—Sert Room. T—Park Avenue Terraces. 
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Soft construction ss Courtesy Esquire Magazine 
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shoulder 
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suppression Slanted or 


LL Straight 
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@ JEWELRY LIKE APPAREL will have the hallmark 
of high fashion colors this fall and winter, with 
blue and greenish blue second only to volume 
mixed olive and basic blacks, according to O. E. 
Schoeffler, Esquire fashion director and widely 
accepted arbiter of styles for American males. 

If the expectations of this fashion czar prove 
correct, jewelers will find a strong demand for 
jewelry that leans to blue stones such as lapis 
lazuli, sapphire and blue pearls to complement 
the reemergence of dark blue and greenish blue 
in men’s suiting fabrics. 


BI | | me HTT E TREE 
N LE \\/ contrasts in finish on 
metal surfaces are 
exemplified in this 
| N belt buckle design. 
MEN’ 
Cool tones in stones are fashionable with 


by Jerry Gewirtz 
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Cut as well as color will shape up the anticipat- 
ed silhouette. For Mr. Schoeffler also believes that 
the trend to the British expression in American 
fashion which started last season will be an estab- 
lished fact for 1961. He states: 

“American designers have interpreted the Brit- 
ish expression to give an almost ‘custom tailored’ 
look to apparel right off the production line. Lapels 
are high, notched and a little wider. The waist 
is practically handshaped. There’s a moderate 
cut-away in front, a slight flare over the hips. 
Jackets feature vents; trousers are tapered.” 

In addition to this strong British influence in 
men’s apparel, President Kennedy, no less than 
Jacqueline Kennedy, is exerting pressures on 
American apparel preferences. The Mr. Kennedy 
Look, says Mr. Schoeffler, reflects an even greater 
extension of the trend away from the Continental 
to a vigorous, athletic and distinctively American 
feeling. 

The natural shoulder look continues much in 
evidence in sports jackets, along with the British- 
inspired silhouette. The club and campus market, 
Mr. Schoeffler emphasizes, remains fiercely loyal 
to the ivy cut. 

Just how much will this affect jewelry? 

The size of cuff links, tie slides and other men’s 







Gone the gigantic and 
the minute in tie 
tacks. Medium size is 
the rule today. 


current male attire 
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jewelry will be medium, with classic shapes such 
as the round, the oval, and the square predominat- 
ing. 

The last couple of years saw extreme variations 
in size. Men’s jewelry was either very tiny, with 
the tie tac, for example, literally the size of a tack, 
or outsized with giant abstract shapes lavishly 
enhanced by stones. 

Interest in design is expected to come from one 
of two sources. Colored stones, primarily in the 
blue family or in contrasting colors like the bold, 
bright hematites, will accent the otherwise quiet 
tones in fabrics. Textured designs, especially in 
belts, as well as contrasting finishes in metal will 
add a freshness to conservative shapes in links, 
slides and tacs. 

In what he calls an “‘addenda on accessories,” 
the E’'squire editor predicts a growing interest in 
striped shirtings and checks, small geometrics 
and printed figures in ties and generally narrow 
shapes in neckwear. 

As far as jewelry is concerned, Mr. Schoeffler 
believes that short clips or tie taes look right with 
narrow neckwear; colored stones in bluish casts 
set in silver will complement suiting blues; polish- 
ed and dull metal designs in all men’s jewelry 
will be trend-setters. Zee 


JEWELRY RENDERINGS 
BY D'ALESSANDRO 





Classic shapes, blue 
pearls and lapis 

in original cufflink 
designs. Young man 
at left reflects contin- 
ued campus popularity 
of ivy league styles. 
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by Bernard N. Burnstine 


THE REGISTERED 


Do you understand 

the present schedule of rates 
and indemnities? 

Do you know how they differ 
from those of a few years ago? 
Would another boost tn the 
registry fee be justified? 


® THE JEWELRY INDUSTRY is the principal user of 
registered mail. Still reeling from the increase 
in registry rates imposed July 1, 1957, it now 
faces the prospect of an additional rate increase 
in the immediate future. 

Another increase is necessary, the Post Office 
Department says, to offset rising costs and a 
large anticipated deficit in the handling of regis- 
tered mail. 

The burden of high registry rates is heaviest 


MAIL PROBLEM 


on the smaller jeweler who is located far from 
sources of supply and from service establish- 
ments. Consider the case of a jeweler in a small 
town who must send his repairs to a trade shop 
in another city. On a ring valued at $500 his 
registry fee, both wavs, would be $3 in addition 
to first class postage. 

How much can he charge a customer for a siz- 
ing job or minor repair? In many cases his mail- 
ing costs will be two or three times as much as 
the cost of the job. This same small jeweler may 
have a call for a size diamond that he does not 
stock. He writes two or three of his suppliers for 
a memorandum selection. If he makes a sale of as 
much as $500, his mailing costs can exceed his 
net profit on the transaction. 

On a shipment valued at less than $1,000 his 
registry cost is not reduced if the same risk is 
also covered by his commercial insurance. (How- 
ever, the Post Office’s liability is less because, in 
case of loss, the Post Office pays only half the 
indemnity and the insurance company is liable 
for the rest. Some commercial policies now cover 
only valuations above a certain minimum.) 

On shipments valued above $1,000, Registered 
Mail rates are only slightly lower when the ship- 
ments are also covered by commercial insurance. 
In no case with commercial insurance, however, 
does the Post Office pay an indemnity in excess 
of $1,000. 


Administration Policy 

The Administration is committed to a policy of 
reducing the deficit in postal operations that in 
fiscal 60 amounted to about $600 million and will 
probably exceed $800 million for fiscal 1961. 

Legislation now pending in Congress will, if 
passed, raise revenue on certain types of mail 
something over $700 million. 


Changes in Rates 
Proposed changes in registry rates are pub- 
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REGISTRY FEES PRIOR TO JULY 1957 


mum fee of $0.55 was charged.) 


PRESENT REGISTRY FEES 


Declared value (must be 


Liability limit Fee 

$0.01 to $5.00 $0.40 
$5.01 to $25.00 a 
$25.01 to $50.00 .65 
$50.01 to $75.00 75 
$75.01 to $100.00 85 
$100.01 to $200.00 95 
$200.01 to $300.00 1.05 
$300.01 to $400.00 1.15 
$400.01 to $500.00 1.25 
$500.01 to $600.00 1.35 
$600.01 to $700.00 1.45 
$700.01 to $800.00 1.55 
$800.01 to $900.00 1.65 
$900.01 to$1000.00 1.75 


(*) Surcharges to be paid when the declared value exceeds the maximum liability pro- 
vided by the registry fees paid by $1,000 or more. 


Without Commercial 


Surcharges (*) 


From $1,000 to $1,000,000 
(per $1,000 or fraction) 


Local & lst Zone $0.12 
2nd Zone 14 
3rd. ”’ .16 
4th ” 17 
5th & 6th Zones 18 
7th& 8th “* 19 


(For packages value over $25 a mini- 


Fees 
With Commercial 





$10,000.01 to $1,000,000 


lished in The Federal Register 30 days before 
their effective date, to provide public notice and 
to give interested parties opportunity to file pro- 
tests, present arguments and ask for a hearing 
before proper authorities of the Post Office De- 
partment. 

In 1957, the publication of the proposed in- 
crease in registry rates escaped the attention of 
most individual jewelers and industry representa- 
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full value) Insurance Insurance 
$0.00 to $10.00 $0.50 $0.50 
$10.01 to $100 Y 4< we 
$100.01 to $200 1.00 1.00 
$200.01 to $400 L.2e 1.25 
$400.01 to $600 1.50 1.50 
$600.01 to $800 L.72 1.75 
$800.01 to $1,000 2.00 2.00 
$1,000.01 to $2,000 2.25 2.15 
$2,000.01 to $3,000 2.50 2.30 
$3,000.01 to $4,000 2.75 2.45 
$4,000.01 to $5,000 3.00 2.60 
$5,000.01 to $6,000 3.25 2.75 
$6,000.01 to $7,000 3.50 2.90 
$7,000.01 to $8,000 3.79 3.05 
$8,000.01 to $9,000 4.00 3.20 
$9,000.01 to $10,000 4.25 3.25 


Postal liability is limited to $10,000 without commercial or other insurance. With com- 
mercial or other insurance, postal liability is limited to $1,000 maximum. 


$3.35 plus 15¢ 

per $1,000 or 

fraction above 
$10,000 


$4.25 plus 15¢ 

per $1,000 or 

fraction above 
$10,000 


tives. The industry was not generally aware of 
the increase until after the new rates were in 
force. 

After publication of the then-proposed increase 
in 1957, the Post Office Department expected 
strong protests from the jewelry industry which 
did not materialize until after the rates became 
effective. Jf protests had been made in time it is 

(please turn to page 62) 
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KING 
SOLOMON'S 
MINES 
PRODUCE 


” ; . Po = ty ‘ = : . . ; ‘ : i ~ e c a. ~ song ee a ; : “ 
One of King Solomon's original open copper mines. Dark 


area in foreground is a pile of 3000-year-old waste charcoal 


Slag on which the raw ore was first ‘“‘broiled’’ before being 


Buried under the sands removed to smelters for further processing. 
for three millenia, 
the legendary diggings yield by Gertrude Gold 
malachite for jewelry 


@ DURING ISRAEL’S FIRST YEARS as a nation she 
was forced to rely on imports to meet her need 
for copper—a galling situation for a country 
where once, according to the Bible, there flour- 
ished a prosperous copper industry. 

But were those ancient mines of King Solo- 
mon’s time (1000 B.C.) fact or Biblical allegory ? 

For vears the Israelis searched, but their ef- 
forts were fruitless. There was speculation as to 
whether Solomon’s mines had ever really existed. 

3iblical scholars were adamant. The Bible re- 
peatedly mentioned copper hills and iron stones. 
They must have been a reality, said the scholars. 
The scholars were right 

According to Joseph Levi, the mayor of Eilat, 


The producer and the product: At left a young Israeli shapes 
and polishes malachite stones in a stone cutting factory in 
Eilat. At right, finished mosaic jewelry of multi-colored 
malachite set in sterling forms. 
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DIAMOND 
MOV LE 


..» IN SOUND AND COLOR 
TO PROMOTE YOUR DIAMONDS 


YOURS FREE to show in your town 


28-minute professional production featuring: 
a dramatic modern love story * fascinating facts about 


diamond mining and cutting, judging diamond quality 


“The Eternal Gem” is a new diamond movie com- 
pleted in April, 1960. It’s entertaining, informative, a 
professional “‘spectacular”’ in sound and color, produced 
to help you promote your diamonds. Yours to use. . 
on a free loan basis... it’s ideal for showing before high 

school, college and club groups, for sales-training, and 
for vour TV program. 


Modern romance sets the scene for a dramatic account 
of the diamond’s symbolism . . . there’s an exciting tour 
through the diamond mines taken on location in South 
Africa . . . an authentic sequence on diamond cutting, pho- 
tographed at a leading cutting house. Facts on diamond 
quality are given from the jeweler’s side of the counter. 


A shorter version of this movie —13!5 minutes in length — 
is also available. It is titled, ‘““The Diamond, King of Gems.”’ 


For details on how you may obtain these movies to show 


in your town, write to the exclusive distributors, Association 
Films, Inc., at the address nearest you: Broad at Elm, Ridge- 
field, N. J.; 561 Hillgrove Ave., La Grange, III.;799 Stevenson 
St., San Francisco 3, Calif.; 1108 Jackson St., Dallas 2, Texas. 


Tie in with the national diamond promotion 


—keep diamond sales coming your way 


De. Beers Consolidated Mines, Ltd. 
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and Schmul Friedman, my guide and walking en- 
cyclopedia provided for me by the Israeli Ministry 
of Commerce and Industry, this is how it hap- 
pened: 

In 1950, Professor Nelson Glueck, under the 
auspices of America’s Hebrew Union College, set 
out to find the lengendary mines. He, a group of 
civilian volunteers, and several officers connected 
with a special scientific research corps of the 
Israeli Armed Forces gave the Bible a thorough 
going-over. All they could find was that Solomon 
lived in Edom in a port city called Ezion-geber, in 
the vicinity of Eloth, on the Red Sea. This of 
course had been known all along, but all trace of 
this city had been lost. 


Search for a City 

Professor Glueck theorized that while names 
have changed, the location of the Red Sea had 
not. He therefore concentrated his search along 
its shores and came upon a tell-tale sand-covered 
hill at the very tip of Israel. Surface digging 
brought to light pieces of pottery that were iden- 
tified as dating back to Solomon’s days. Extensive 
excavations there and in the vicinity led to the 
unearthing of Solomon’s city, his fabulous fur- 
naces, heaps of waste charcoal slag, his copper 
hills and mines which I personally visited. All 
around one can also see the impressions left in 
the ground by the small square foundations of 
what had been the homes of his slave laborers. 

Actually, this particular spot had been dis- 
covered earlier by another explorer, Fritz Frank. 
While he had a hunch this might be the long lost 
city, he was unable to identify it because he was 
not familiar with pottery dating. 

Today, this city is called Eilat. Its 7000 people 
are busy, bustling, diverse types of immigrants. 
History is repeating itself, for it is being rede- 
veloped into a shipping port. About 25 kilometres 
north of Eilat are the original King Solomon’s 
Mines, now known as the Timna Mines. They de- 
rived their new name from the valley in which 
they are located, namely Meniah. This is the Ara- 
bic word for “valley” which, translated into He- 
brew, is “timna.”’ 

The Israelis are going ahead full speed with 
mining and smelting operations. By utilizing 
modern prospecting methods, they have struck 
richer deposits of ore at the far end of a series 
of hills that had not been exploited by Solomon. 
Though it had been estimated in 1956 that ore 
reserves would be about seven million tons, cur- 
rent discoveries have boosted this figure to 20 
million tons, and they’re not through yet. 


Gems from Copper Ore 
While the raw ore is not pure, it may contain 
as much as 75 per cent copper. The average cop- 


50 


per reserves yield about 21. per cent. Every now 
and then an unusual strike is made of particu- 
larly rich ore imbedded, at times, with dark green 
stones. This high mineral content ore is called 
“malachite.” The green stones are more valuable 
than the rest of the material because they are 
very hard and durable and are used as solitaire 
gems in jewelry. 

Israeli ore is a blend of turquoise, beige, blue 
and black with specks of white, as contrasted 
with our own Colorado ore which is generally 
of one color. Rather than smelting the softer 
nuggets, they are now being broken up into small 
pieces and cemented together in an attractive 
mosaic technique. This mosaic work is now avail- 
able in jewelry, ceremonial objects and gift items 
of all kinds and is being exported to all parts of 
the world. 

Heavy machinery such as tractors and derricks 
are used to scoop up the rocks en masse. How- 
ever, those rocks suitable for jewelry are ham- 
mered or drilled out by hand to eliminate possible 
spoilage of the raw material. The low mineral 
content ore is processed in a modern, government 
owned and operated smelting factory built on the 
premises. Financed with millions of dollars worth 
of Israel bonds, this plant has an annual capacity 
of 10,000 tons of copper cement, the equivalent 
of about 7,000 tons of copper. That Israel is turn- 
ing King Solomon’s Mines into gold mines is 
evidenced by the fact that she not only has a 
surplus of copper cement but is already exporting 
it to Europe. 


State Regulation 

The entire industry is rigidily controlled by the 
Government. Those who wish to buy the mala- 
chite for jewelry manufacturing purposes must 
first obtain a license which is issued by the Minis- 
try of Development. 

The designing of jewelry and other items with 
Eilat stones was started five years ago. I visited 
their newest stone-cutting and jewelry factory 
and observed first-hand how the malachite is 
marked, and sawed, the hard stones removed, 
shaped and polished, the softer material broken 
up into small pieces and then set as mosaic mas- 
terpieces. 

Eilat also has garnets. However, the ones | 
picked from their “garnet hill’ were small and 
not of the most desirable quality. Because of the 
high cost of labor and their comparatively small 
worth, nothing is being done with them. As 
jewelry designing is my hobby and garnets my 
birthstone, it was suggested that I buy the whole 
hill. I didn’t. But who knows? I may be sorry 
some day because of the speed with which prop- 
erty is soaring and business booming in this an- 
cient city reborn. i om 


























‘Today's hi-fi rig is a far cry from Edison's 

_ original talking machine. In fact, every- 
thing today is so much more effective than 
t Was-at-the.turn of the century. 


You hear so much about diamond 
beauty today. New techniques, new meth- 
ods, new machines bring out more of the 
diaftrend’s “undertones” and “overtones,” 
creating nose brilliance, greater fire, 
more enduring loveliness. 


one firm stands out as leader in the 
development of these manufacturing 
achievements — Baumgold Brothers. Sym- 
bolic of this leadership is Baumgold’s own, 
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by Dr. Frederick H. Pough 
JC-K Gem Consultant 


BI-COLO 


PARTI-COLOR 
AND DICHROIC 


STONES 


More than one color 
in a gemstone may or 
may not be a selling point 


© “BUT IT’S TWO DIFFERENT COLORS . . 
you make it all one color ?”’ 

This exclamation of surprise escaped from the 
lips of a diamond specialist after he had ex- 
amined a marquise diamond that had been colored 
by atomic bombardment. 

It pointed up the fact that considerable mis- 
understanding still exists in regard to multicol- 
ored stones. 

In the case of the colored diamond, the special- 
ist should have known better. He should have 
known that light traveling through the long axis 
of a marquise or pear shape emerges with more 
color and less brightness than light traveling 
through the short axis of the stone. 

More than one color in a stone need not cause 


. why didn’t 


alarm however. 


One Thing Missing... 

A precious topaz of good size was studied re- 
cently to see why it had failed to be a real gem; 
why, though it was flawless, a good color, and the 
proper proportions, it just wasn’t a “‘precious”’ 
topaz in the proper sense of that word; why it 
wasn't a “gem” in trade terminology. Examina- 
tion showed that its trouble was that it was all 
one tolor! It seems that a precious topaz is not 
really good unless it does show two colors. One 
can pick out a true topaz (a “precious topaz’’) 
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from a window full of ordinary citrines (quartz 
topaz) by its distinctive two-color effect, by 
orange gleams that escape from the ends of the 
usual precious topaz, contrasting delicately, but 
definitely, with the hue of the sides. 

In antique jewels, with foil-backed gems, this 
effect is even more important, for it reveals, with- 
out disassembling, that the stone has some posi- 
tive color of its own, independent of the intenser 
hue which is imparted, of course, by the colored 
tinsel backs. 


Pleochroism (Dichroism) 

This property that we have noted as usual in 
a precious topaz is a characteristic of the colored 
crystal from which the stone was cut. Partly it 
is due to dimensions, for topaz nearly always is 
made into an elongated stone. But mainly it is 
what is called pleochroism or dichroism (depend- 
ing on the crystal system). It is a sign that a 
stone is neither colored glass, nor one of the gem 
minerals that crystallize in the cubic system: like 
spinel, diamond, and perhaps, garnet. (Some 
mineralogists now suspect that garnet may be 
complexly twinned and intergrown and only 
pseudocubic.) In its mild form it can be desirable 
and add beauty, as in precious topaz and golden 
beryl and andalusite (the latter one of the rarer 
gemstones that has red-brown ends and gray- 
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green sides—a rather startling combination). 

In a second group, although it is slight, it is a 
factor that must be considered in cutting, for 
experience has shown that the best nuances of 
color are to be found in one particular crystal 
direction. The lapidary must put his table in the 
right direction to obtain the best effect. With 
emeralds this is most important. The best green 
is that seen along the side of the crystal. With 
rubies, on the other hand, we want to look down 
that direction. Sapphires may be pale blue or 
even greenish if we look at them the wrong way. 
Alexandrites fail to change so dramatically when 
they are poorly oriented. Kunzites may be quite 
pale and bi-colored (undesirable in kunzite), 
when the lapidary tries to get too big a stone 
from a piece of rough and fails to consider the 
importance of the right crystal direction. Blue 
zircons are far too commonly cut so that two of 
the sides of a brilliant are much bluer than the 
other two sides. 

The lapidary’s careful orientation of these 
stones is most important, for often the color in 
one direction is either less desirable or not one 
that we want at all. Green tourmalines are prac- 
tically black at the ends, for the absorption in one 
direction is very strong. On the other hand, light 
rubellite similarly seen from the side may be al- 
most yellow-brown. 


The Parti-Color 

There is still another type of two-color stone, 
the parti-color. We spoke of stones that were 
different at the sides and ends merely because 
they were not equi-dimensional, and we spoke of 
stones that were different because light was dif- 
ferently absorbed in different crystal directions. 

The third type of stone owes its two colors to 
differences in pigment. This type shows different 
colors in different parts of the stone, unrelated 
to the directions, simultaneously. These stones 
range from mildly differentially colored stones, 
like amethyst, to truly two-color stones, of which 
tourmaline is the most common example. 

Light and dark color banding is so prevalent 
in amethyst that when we do not see irregularity 
of color in an amethyst on looking at it from the 
back, we regard the stone with considerable sus- 
picion. Amethysts are usually sufficiently colored 
so that cutting presents no problem and the color 
inhomogeneities are not especially noticeable in 
the finished stones. 

On the other hand, the color is also spotty in 
many Ceylon sapphires. Native cutters skillfully 
place the best pigmented areas in the culet, take 
liberties with the symmetry and proportions and 
end up with stones that seem to be uniformly 
colored. One recuts unsymmetrical, native-cut 
sapphires with great caution if one is wise. The 
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perfectly proportioned, perfectly symmetrical 
stone with a centered culet may be perfectly cut, 
but perfectly worthless! 

However, one will occasionally see corundum 
gemstones in which there are two strong colors. 
Some Australian sapphires show simultaneously 
blue and yellow areas, so that one has what is 
known as a parti-colored stone. There aren't a 
great many gemstones that one can get in which 
two distinct colors occupy precise areas; tourma- 
line is about the only other one among the com- 
mon jewelry stones. As a two-color gemstone it is 
more common than sapphire, for, with its posi- 
tive-end, negative-end symmetry, it is normal to 
find tourmaline crystals in two or more colors, 
usually green at one end with blue, purple, or red 
at the other. ‘‘Watermelon” tourmalines are well 
known to collectors; in them a pink core is 
rimmed with a green skin. A new tourmaline 
find in Baja California, promises to produce 
further crystals of this type. 


Half and Half 

Stones can be cut from the occasional trans- 
parent crystal of this sort, to make a gemstone 
that is green at one end and half way down the 
table, and pink at the other end. Fine tourma- 
line catseyes, at best among the most beautiful 
and commercial of all non-chrysoberyl catseye 
stones, can sometimes also be seen in half-and- 
half colorings, half green, half pink. 

More often, however, the needle-like tubes that 
form the eye stop at a color boundary, as if what- 
ever it was in the solution that caused the change 
in hue had also started the growth of the series 
of tubes that make the eye. The cause of these 
color changes is uncertain;:presumably it reflects 
a significant change in composition, for which 
some sort of a change in the makeup of the feed- 
ing solution must be credited. In the case of the 
non-electrical corundums the color change can 
affect both ends; in tourmaline, usually only one, 
and never symmetrically. 

To summarize two-color stones, we find three 
-ategories: 

a) One-color stones cut so that one dimension 
is longer than another; the light path being sim- 
ilarly unequal, there is greater absorption in the 
longer direction. 

b) Two-color stones, uniformly pigmented but 
different in color because of different crystallo- 
graphic absorption, the property called pleo- 
chroism. 

c) Parti-colored stones in which there are dif- 
ferently pigmented areas with: (1) More or less 
of a single coloring agent, making lighter and 
darker bands or (2) entirely different impurities 
or oxidation states, creating entirely different 
hues. Eee 
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HERE ARE THE WORLD'S BEST DIAMOND 
SALESMEN...YOU & G-1-A INSTRUMENTS! 


GIA instruments provide dramatic impact to every gem presentation. You sell more diamonds...close larger sales. 
Your jewelry store, whether large or small, acquires new prestige as you furnish customers with vital information 
needed to buy in confidence. Your experience, teamed with GIA instruments make the most powerful sales tools you 
can have. 1 DIAMONDLUX...provides ideal illumination. Brings out fire, sparkle, and brilliance. Install wherever 
you display and sell diamonds. New low price —$98.00 to $166.00. 2 DIAMONDLITE ... permits you to color grade 
easily and accurately. Incorporates ultra-violet to dramatize fluorescent stones. 2 GEMOLITE MARK V...with exclusive 
close-up zoom lens permits diamond appraising and merchandising not possible with any previous microscope. Adds 
positive proof to every diamond presentation. Lets the customer see the beauty in whatever quality he is buying. 
Five models from $175.00 to $519.00. 4 JEWELERS CAMERA...specifically developed to glamorize or bring up detail 
of all types of jewelry merchandise. Foolproof lighting and operation to produce professional results in seconds. 
Perfect for sales promotion, appraising, designing, advertising, and cataloging. GIA instruments quickly pay for 
themselves with added sales. Write for free comprehensive GIA Instrument Data File. 


A Booth Number 76 at 
I the New York Trade Show 


GEMOLOGICAL INSTITUTE OF AMERICA « 11940 SAN VICENTE BLVD. « LOS ANGELES 49, CALIF. 
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by VIRGINIA DIXON 
JC-K Display Consultant 


LIGHTING FOR SELLING 


@ LIGHTING IS BELIEVED by many displaymen to 
contribute as much as 50 per cent to the effective- 
ness of any display. 

For this reason, and because lighting equip- 
ment and maintenance can absorb an appreciable 
amount of the store’s budget, all lighting installa- 
tions, both in windows and in the store interior, 
should be periodically checked to be sure that 
they are delivering the maximum, not only in 
technical efficiency, but in merchandising possi- 
bilities. A lighting engineer from your local elec- 
tric service company or a reputable electrical 
contractor should be able to give you necessary 
assistance on both these counts. 

Planning an effective lighting scheme is not 
necessarily the building up of higher and higher 
intensity at the light source, but in achieving 
patterns of brightness which will be most pleas- 
ing to the eye of the customer and which will 
direct attention to the merchandise. Such pat- 
terns avoid unpleasant glare while taking advan- 
tage of the reflective qualities of background 
walls and floors and the merchandise itself. At- 
tention is directed where desired by making use 
of the principle that the eye is always drawn 
toward objects or areas which appear relatively 
brighter than their immediate surroundings. 

The actual type of fixtures which you may 
choose will depend on the size and shape of your 
windows, the architectural features of your store 
front, the type of displays you propose to install 
and the amount of money you are able to spend. 
Your contractor can show you a wide variety of 
styles in fixtures and can recommend those best 
suited to your particular requirements. 

Overall illumination is achieved with fluores- 
cent striplights or incandescent floodlights. Fluo- 
rescent strips are generally used. But for silver- 
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ware and diamonds they must be supplemented 
with incandescent lights, usually spotlights, for 
sparkle. No yellowish or reddish light should be 
used for silver or diamonds. Fluorescent alone 
is too flat a light for most jewelry merchandise, 
but in combination with incandescent light it is 
excellent for general lighting. 

Sketch A, showing jewelry for summer cos- 
tumes with small cutout fashion figures, is lighted 
by fluorescent striplights in metal housing. An 
adjustable incandescent spotlight, also in a metal 
housing, is used on either side, focused according 
to the merchandise arrangement. 

Direct glare must be avoided. Valances are the 
most obvious answer; they are not satisfactory, 
however, if they interfere with the architectural 
design of the window or fail to shield shoppers’ 
eyes. “Egg crate’ ceiling grilles below the light- 
ing fixtures, a series of louvers or baffles, or round 
openings in a false ceiling through which spots 
or floodlights may be focused are other methods 
employed. Decorative metal housings are avail- 
able for some types of spot and reflector lamps 
where it is impossible to conceal the unit. 

Sketch B shows a grouping of incandescent 
flood and spotlights behind an egg crate ceiling. 
They illuminate a display of silver and china for 
summer hospitality. 

The intensity of lighting varies with the re- 
flective qualities of ceilings, walls, backgrounds, 
decorative materials and the merchandise itself. 
Most jewelry merchandise is extremely light-re- 
flecting. But dark backgrounds literally soak up 
light and require much higher intensities of light 
to achieve the same effect that a light-toned back- 
ground gives. Flat white paint reflects 80 to 90 
per cent of the light reaching it, but deep gray 
will reflect only 10 to 18 per cent. Since back- 
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ground colors should be frequently changed and 
darker tones are sometimes desirable for dra- 
matic effect, it is desirable to have window light- 
ing planned so that intensities can be varied. 
Sketch C shows fluorescent tubes and reflector 
spots, with a display of traveling cases and 
watches for vacation travel. ae 8 
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by William Wagner 
JC-K Credit Consultant 


@®DESPITE FAR-REACHING, almost revolutionary 
changes in the field of consumer credit, the retail 
jewelry business has doggedly held fast to its 
established trade practices. 

Developments which have shaken up the con- 
sumer credit industry may have flabbergasted 
credit Jewelers, but they have caused no stampede 
to abandon such tried and proven practices as 
down payments on instalment sales. 

Credit card plans, revolving credit systems, and 
other newfangled and aggressive means of com- 
peting for consumer patronage have joined forces 
in recent years to sweep away down payments on 
credit purchases. 

Whether or not jewelry stores can and will 
continue to withstand these pressures will have 
to be decided by jewelers individually. Collective 
counteraction would not be realistic, even if ma- 
chinery for such action were available. 

Since the advent of credit cards and revolving 
credit, there has been little discussion of the down 
payment question in the jewelry trade. If jewelers 
have not rushed for seats on the bandwagon, 
neither have they indicated openly hostile rejec- 
tion of the new ways of handling consumer credit. 


Everybody’s Doin’ It 
Department stores, specialty shops and banks 
have embraced—perhaps too eagerly—credit-sell- 
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DOWN PAYMENTS: 
GONE WITH THE WIND? 


In order to compete, 

credit jewelers may have to 
follow the trend to 

‘nothing down.’’ But plenty 
of headaches will follow 


ing innovations in which down payments are 
neither practical nor advantageous. In fact, 
‘nothing down” has become so general that Mont- 
gomery Ward & Co. has announced that compe- 
tition has made it necessary for this big mail 
order firm to start swimming with the “nothing 
down” current. 

Holders of credit cards actually are cash buyers 
at stores that belong to, or cooperate with, credit 
card plans. These operations assume full respon- 
sibility for the payment of the debts of those who 
hold their cards. A credit card customer makes 
no down payment to a bank or an agency which 
assumes his debts, and an often used and appeal- 
ing argument to induce merchants to sign up 
with credit-card plans is that these plans do away 
with credit-buying red tape and automatically 
build and expand credit volume. 

To meet the competition of “nothing down” 
credit card plans, most instalment sellers, jewel- 
ers included, will probably have to adopt similar 
credit selling methods. Sheer competitive pres- 
sure may wipe out the jewelry trade’s conserva- 
tive insistence on down payments. 

This being the case, it is well to point out that 
it was easy credit—sometimes called “loose” 
credit—and resultant harsh collection methods 
that led to the declaration by Sen. Paul H. Doug- 
las and 17 other U.S. Senators that excessive 

(Please turn to page 77) 
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THE BIG SHOW 
(continued from page 41) 


gether for three panel discussions some of the top 
mentalities in the jewelry field. These panelists 
will examine from many angles some of the most 
basic issues confronting retail jewelers; they will 
attempt to answer all questions from the floor. 

They will be there for one purpose only: to 
help you solve your business problems and in- 
crease your effectiveness as a retail jeweler. A 
highly successful Florida jeweler who rarely 
misses an RJA panel discussion evaluates the 
panels in this fashion: “One good idea brought 
away from these sessions pays for the trip many 
times over.” 

But to get the most out of the panels, merely 
bringing an open mind is not enough. Bring along 
those sticky questions that have meandered 
around in the back of your mind for the past vear 
or so. 


“I'd Like to Ask...” 

To start the thought processes churning, here 
are some queries which may spark others: 

1. Am I truly competitive with other outlets 
in my community which distribute comparable 
merchandise? If not, what can I do about it? 

2. How can I best capitalize on the glamor 


and romance implicit in jewelry store merchan- 
dise? 

3. How can I improve my relationship with 
manufacturers and suppliers? 

4. How can I make customers want to do busi- 
ness specifically with me? How can I make them 
want my name on the box? 

5. What about this much talked about “popu- 
lation explosion” due within a few years? Will 
I get my share of the business it will bring auto- 
matically ? Or will I have to go out and earn it? 


The first general session, scheduled for Mon- 
day, Aug. 7, at 10 a.m., deals with the topic: How 
the Bridal Gift Business Can Be Brought Back 
Where It Belongs—into the Jewelry Store (see 
page 41 for panelists). 

A few questions to hur] at the experts on this 
panel might be: 

1. Is it feasible for a small jewelry store to 
employ a full-time bridal consultant? 

2. What special services which a jeweler can 
offer the bride-to-be will bring him the greatest 
public relations advantages? 

3. What bride-to-groom and vice versa gifts 
should the jeweler recommend? 

4. Should jewelers open special departments 
for bridesmaids’ and grooms’ gifts? 

5. Should the jeweler try to sell a second set 
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of dishes and flatware for everyday use at the 
same time the fine patterns are chosen? 

6. What is the best gift the jeweler can give 
a bride when she registers a pattern? 

7. Which is a better merchandising plan—the 
seven-piece place setting (see story on page 65) 
or a complete set of sterling flatware? 

8. Are price promotions on sterling a good 
idea? Since many jewelers do have price promo- 
tions, should the unit retail price of sterling be 
dropped? 

9. What is the best way of handling deliver- 
ies? 

10. Should jewelers loan punch bowls, etc. for 
wedding receptions? 


Recovering Watch Sales 

The second general session will be held Tues- 
day, Aug. 8, at 10 a.m. and will deal with the 
vital watch market: Recognizing the Increasing 
Drop in the Sales of Watches in Retail Jewelry 
Stores Today, What Can Retail Jewelers Do to 
Recapture This Market? (Panelists are listed on 
page 41). 

Questions that come to mind at once are: 

1. Do pin lever watches belong in most jewelry 
stores? 

2. How many watch brands should a jeweler 
carry? 


3. What is a reasonable guarantee for watch re- 
pair? 

4. Will electric and electronic watches generate 
more business for the jeweler? 

5. Is there a style lag in watches designed for 
the U. S. market? 

6. Are some lines ticketed too high for the 
jeweler’s own good? 

A third panel, which promises to be extremely 
provocative, is scheduled for Wednesday, Aug. 
9. Four members of the fair sex will outline in no 
uncertain terms “What Women Like and Don’t 
Like About Jewelry Stores.” Myron Everts of 
Arthur A. Everts Co., Inc. chairman of the Jew- 
elrvy Industry Council, will moderate. 

Early arrivals may register from noon to 6 
p.m. on Saturday, Aug. 5, the day before the 
show formally opens, on the second floor of the 
Waldorf near the Lexington Avenue entrance. 

Formal show-opening ceremonies will take 
place at noon, Sunday, Aug. 6, replete with rib- 
bon-cutting by a public figure and a tour of the 
exhibits by RJA officers and directors. Exhibits 
will be open on Sunday from noon until 9 p.m. 

Exhibits will be open Monday, Tuesday and 
Wednesday (Aug. 7, 8 and 9) from 9 a.m. till 
7 p.m. They will be open Thursday, Aug. 10, the 
final day of the show, from 9 a.m. until noon. 
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THE REGISTERED MAIL PROBLEM 


(continued from page 47) 


quite probable that revisions in the proposed in- 
creases could have been accomplished. 

The Cost Ascertainment Report of the Post 
Office Department for the fiscal year 1960 indi- 
cated a deficit of approximately half a million 
dollars for registered mail. (Cost ascertainment 
is the system designed to credit to each of the 
classes of mail and services the portion of revenue 
it has earned, and to charge against each its por- 
tion of the costs of the Post Service.) The ’60 
report does not reflect the impact of the postal 
employees’ wage increase that became effective 
July 1960, or other increased expenses since in- 
curred. 

Adjusting the 1960 fiscal report to present 
costs would indicate an operating deficit for 
registered mail of about $4,000,000. Thus, $4,- 
000,000 is the projected registered mail deficit for 
fiscal 1961 (July 1, 1960-June 30, 1961) based on 
1960 volume. 

The registered mail deficit for the fiscal year 
immediately preceding the latest rate increase 
amounted to seven and three-quarters million 
dollars. The first year under the higher rates, 
fiscal ’58, showed a profit of a little under $400,- 
000. The following year, the report showed a 


registry profit of over one million dollars on 
revenue of approximately $38.5. (These figures 
do not include first class postage attributable to 
registered mail that must be paid in addition to 
registry fees. First class postage generally shows 
a profit.) 


Jewelers’ Views Needed 

Any new proposal to raise registry rates will 
again open the whole question of rates and give 
interested parties an opportunity to attack any 
upward revisions and also to protest rates pres- 
ently in effect. When the time comes, protests 
should be entered on sound factual data and 
arguments. The provable and persuasive hard- 
ship on smaller retail jewelers should be well 
documented and the whole registry rate structure 
should be seriously questioned. 

The insurance factor is minimal. Indemnity 
paid for fiscal 1960, by the Post Office Depart- 
ment, amounted to only $112,000 on revenue 
receipts of over $37 million! This amounts to 
about 3/10 of 1 per cent of “premium.” Figures 
for the total value of registered mail are not avail- 
able. During fiscal 1960, 58 million pieces of mail 
were registered. 

The inconsequential loss sustained by regis- 
tered mail has raised the question, in the minds 
of some, of the possibility that registered mail is 





(Exclusive U. S. and Canadian Distributors) 





cadman MANUFACTURING COMPANY 


2038 N. Telegraph Road 


aNd’ 


KIEFER 


WATCHBANDS FOR PROFIT 
AND GOOD WILL 


Full mark-up "Expandros" are sold at 
suggested retail prices. Kiefer patents 
protect you against cheap imitations. 
Stainless steel $3.95 to $6.95 RGP and 
GF $5.95 to $11.95. Available through 
selected wholesalers. 

(Patent Nos.—2,561,381 and 2,651,909) 


Dearborn 7, Michigan 
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“over protected,” resulting in unrealistically high 
costs. As you pay 4¢ an ounce first class postage 
on each registered package in addition to the 
registry fee, it follows that the registry fee is for 
indemnity, and protection over and above that 
usually accorded first class mail. “Protection” in 
the handling of registered mail does not mean 
armed guards, armored trucks, etc. It amounts 
to “‘special handling,” consisting mostly of record 
keeping. 

The Post Office Department believes that ex- 
treme protection is necessary to maintain the 
“nublic image” of reliability that registered mail 
has attained and which has resulted in lower com- 
mercial insurance rates for registered mail. 

The Post Office Department will find it difficult 
to justify the present schedule of registry rates 
based on sound actuarial principles including true 
handling costs and with the inclusion of first 
class mail revenue attributable to registered mail. 
Of course, this is a problem for a qualified 
actuary and it would seem in the interest of the 
jewelry industry that this phase of the problem 
be closely surveyed in advance of any proposed 
increase in registry rates. 

So that comparisons may be drawn, the regis- 
try rates in effect prior to July 1957 and present 
rate schedules are shown in the accompanying 
box (see page 47). 


Registered Mail Difficulties 

Many jewelers have encountered difficulty with 
registered mail since the changes of 1957. Pre- 
viously, it was possible to limit postal insurance 
to a minimum and insure with a commercial in- 
surance company for any value above the postal 
liability at very favorable rates. There was a 
small surcharge, based on zone and value above 
postal insurance, as shown in the table. 

The present registry schedule does not provide 
for a reduction of rates with commercial insur- 
ance on values up to $1,000. On values above 
$1,000, with commercial insurance, the reductions 
in fees are negligible, although in such cases 
postal liability is limited to $1,000 maximum and 
indemnity is made on a pro rata basis. 


“Full Value” 


Another difficulty encountered is that a great 
many jewelers are unfamiliar with the require- 
ment that full value must be declared for all 
registered mail. The law covering this require- 
ment is: 

“39 U. S. C., Sec. 381la. Declaration of Full 
Value of Registered Mail. The full value of all 
registered mail or mail treated as registered mail 
shall be declared by the mailer at the time of 
mailing unless otherwise prescribed by the Post- 
master General, and any claim for indemnity in 
any amount involving such mail, when the full 
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COMPUTING 
STATE 
AND 
LOCAL 

SALES 





TAXES 
IS 
TOUGH 





Divide the FTI price by 1/11th; 
subtract that 1/1lth from the 
FTI price; then multiply that 
figure by 


1%, 1. 


or 4% 


Ee 7 ( é - @ 7 ‘ — —~-* 
oo /0, 2 Os 2.5 OC. 3%, 3.0%, 


for the state or local tax! 


BUT IT’S NO TROUBLE AT ALL 
WITH JC-K TAX TABLES! 


These quick reference charts 
show state and local taxes for 
all commonly used FTI prices, 
between $1.00 and $100.00. 
(Example: What’s the 3.5% state 





tax on an item selling for $24.75 
FTI? Answer: 79¢.) 


Wouldn’t these tax tables help 
your salespeople? Printed clear- 


ly on 





one side of glossy stock, 


they are available at $1 per set 
of four sheets from 


JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut & 56th Streets 


Philadelphia 39, Pa. 
Write for your set today! 














value knowingly and willfully was not stated at 
the time of mailing, shall be invalid. All claims 
for indemnity involving registered mail, or in- 
sured mail treated as registered mail, or other 
insured mail, or collect-on-delivery mail, which 
is also insured with commercial insurance com- 
panies or other insuring agencies, shall be ad- 
justed by the Post Office Department on a pro 
rata basis as a co-insurer with the commercial 
insurance companies or other insuring agencies.” 

As the law states that undervaluations “‘know- 
ingly and willfully’”’ made are invalid, there are 
many claims that have been paid, up to the limit 
of the fee paid, where mistakes of valuation 
have occurred. But extreme and consistent un- 
dervaluations, knowingly and willfully made, in 
violation of law and postal regulations, could lead 
to possible denial of the use of the mails. In- 
stances have occurred where persistent under- 
valuation has led to investigation and the assess- 
ment of additional registry fees in amounts 
running up to several thousand dollars in indi- 
vidual cases. Registry clerks are alerted to look 
for consistently low or uniform valuations by 
business establishments that may be indicative of 
undervaluation. 

For “full value” you can declare either your 
replacement cost or full contractual selling price. 
For example: Suppose you sell a ring for $600 


li have a 


GUT 


for every 
customer 
Bring This Adv’‘t 


Copyrighted 1958 by ADMARK 


that cost you $400. The purchaser requests that 
you send it registered mail. Either the $400 re- 
placement cost or the $600 selling price can 
properly be declared as “full value.” Of course, 
vou should consider that if the ring is valued at 
$400 and subsequently lost, your customer can 
refuse a replacement and ask for a refund, in 
which case you would lose your handling costs 
and profit. 

The Post Office Department, in indemnifying 
for lost or damaged articles, will consider only 
intrinsic or market value. Sentimental value will 
not be considered in arriving at the amount of 
indemnity. The last selling price of an article 
generally determines value for indemnity. 

The contents of registered mail packages 
should be carefully checked by both the mailer 
and the addressee. If possible it is a good idea 
to have two persons make each check. One of the 
most difficult claims to prove is a claim involving 
shortage and the problem, most frequently, is due 
to inadequate or careless checking by either the 
mailer or the recipient. 

Postal regulations require that all packages be 
adequately and securely wrapped and that fragile 
contents be properly cushioned with packing ma- 
terial. Containers should be strong enough to 
support the weight of other mail in ordinary 
handling. Zee 


MAIN BALLROOM 
WALDORF-ASTORIA 
NEW YORK, AUG. 6-10 


OFTEN COPIED...NEVER EQUALLED 





You'll see them first at the Admark booth! ... 
exciting new fashions . . . plus the original Scarab 
Watch Attachments, Identification Bracelets, Fash- 
ion Belts, Tie-Tacs, Etc. . . . styles so smart they are 
widely copied by others. Only the originals by 
Admark have the sales appeal of the authentic 
designs. Be first with Fashion Firsts by Admark! 


WRITE 
FOR TRADE MARK REG U.S. PAT me 
CATALOG 714 SANSOM STREET 
PHILADELPHIA 6, PENNA. 





WaAlInut 2-2356 


EWELERS' CIRCULAR-KEYSTONE, JULY 1961 








es anaes 
4 : 


SEES 







Miss Lois Toston of S. Kirk & Son exhibits a 7-piece place service. 


@ A GOOD IDEA, like a good man, can’t be kept 
down. Once it makes its appearance in the mar- 
ket place, it will, sooner or later, win adherents. 
One such good idea is the seven-piece place 
service of dinner plate, tea cup and saucer, water 
goblet, luncheon fork, luncheon knife and spoon. 
Black, Starr & Gorham of New York started 
promoting this “‘combination” plan last August. 
Jerry Gewirtz, JC-K’s fashion and gifts editor, 
described the plan in the December 1960 issue of 
JC-K (“New Package Plan for Place Settings’’). 
Miss Gewirtz wrote: “Because the concept of 
crystal, china and silver flatware as a single sales 
unit is so natural, so realistic and so in keeping 
with the trend in all retail fields, to ‘one stop 
shopping,’ retail jewelers who do not give careful 
consideration to Mr. Neumeister’s plan may be 
missing a good thing.” 
One retail jewelry concern which pondered the 
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Nine months’ experience 


selling china, 





crystal sterling 
combinations shows 


that... 


7-PIECE 
PLACE 
SETTINGS 
WORK WELL 
~ FOR 

KIRK & SON 


wisdom of the plan, found it made sense and put 
it into practice is S. Kirk & Son of Baltimore. 
Eight months later, there are no regrets. 

Back in October, 1960, Wendell O’ Keefe, Kirk’s 
buver of china and crystal, spotted one of the ads 
for Black, Starr’s combination plan in The New 
Yorker. He discussed it with Kirk general man- 
ager Kimball M. Page. They concluded that the 
plan “seemed like a darned good idea.”’ 

Nor was the concept really so new to the Kirk 
company. Four years before, Kirk’s president, 
Howard Brenner, had asked O’Keefe to make up 
a list correlating Kirk’s own sterling flatware 
with the patterns of china and crystal which the 
store carried. Purpose was to help Kirk sales 
people show customers which patterns in the 
three tableware elements were most attractive in 
combination. 

Not long afterwards Brenner came up with the 
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first sterling pattern specifically designed to com- 
plement an existing china pattern. This was the 
“Kingsley,” patterned after Lenox’s own “King- 
sley”’ line. Brenner also designed a transparent 
plastic display stand for the two “‘Kingsleys” so 


Kingsley china by Lenox, Princess 
crystal by Tiffin, Kingsley sterling by 
Kirk. Retail price $34. 








Snowberry china by Pickard, Cynthia 
crystal by Seneca, Cynthia sterling by 
Kirk. Retail price $34. 


that knife, fork and spoon could be displayed 
against an upright dinner plate, with a goblet 
nearby if the jeweler wished. 

This forerunner of the seven-piece “‘combina- 
tion’”’ received “excellent acceptance,” O’Keefe 
says, and is still to be seen at S. Kirk & Son. 

But the store didn’t plunge wholeheartedly into 
pushing combination plans until last October. 
‘Business was fairly slow at the time,” O’Keefe 
says. “‘While we were getting sterling registra- 
tions from brides, too often we were not getting 
registrations of china and glass.” 
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Obviously, these same brides were registering 
their china and glass patterns somewhere, 
O’ Keefe reasoned. Why shouldn’t S. Kirk & Son 
shoot for all their tableware registrations? 

With the correlation chart drawn up by O’ Keefe 


Pickard’s Silver Wreath china, Tiffin'’s 
Platinum Lyndley crystal, Kirk Winslow 
sterling. Retail price $34.75. 











Script china by Rosenthal, Aijrtwist 
crystal (imported) and Signet ster- 
ling by Kirk. Retail price .....$32.75. 


already at hand, all that was needed was an 
advertising campaign in the Baltimore news- 
papers, backed up by window displays featuring 
the same combinations depicted in the ads. Typi- 
cal ad copy used by Kirk is the following: 

“What a wonderful way for the bride to build 
her table setting! She begins with 7-piece place 
settings that include sterling, china and crystal 

. and adds to them later. She finds hundreds 
of decorator-coordinated settings to choose from 
at Kirk, starring lovely traditional and contempo- 

Please turn to page 76) 
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HOW 
DO 
YOU 
WANT 
iT 
? 


You describe it—we’ll supply it. The karat gold to satisfy your 
exact need, whether it’s for casting, stamping, turning, spin- 
enameling. Hardenable golds. Gold shapes. Wire 
golds and solders. 

Karat golds of any color, in the forms you need, guaranteed 
as to 


ning or 


gauge and karat—with the fine physical properties that 
enable you to fabricate and join them with maximum ease. 
Golds that let your designers plan with freedom and flexibility, 
in the Knowledge that, whatever the conception, there is a 
karat gold to give it form—economically and dependably. 

Handy & Harman is in a position to satisfy your requirements. 


Our complete plant facilities are superbly equipped with the 
latest metallurgical and other 
technical facilities to translate 
decades of precious metals 
experience into practical 
results for you. 

yw you want it. And 
leave the rest to us. 


Just tell us hi 


HANDY & HARMAN 


850 Third Ave., New York, N.Y. 


Offices 
Dallas, Texas * 


and Plants: Bridgeport, Conn. * Chicago, Ill. + Cleveland, Ohio 
Detroit, Mich. Los Angeles, Calif. » Mt. Vernon, N.Y, 


Providence, R.I. * Toronto, Ontario 








... Creates sales sorcery 
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with new 
S//vermist 


and Classic Line Ribbons 


ings. Both lines available in a wide assortment of colors 
and patterns. And, both make up into unusually exciting 
bows on any one of the famous 3M bow-tying machines— 


Few things say so much about your store as the gift- 
wrapped packages your customers take home. And, your 
gift-wrapped packages speak volumes for you when you 


use the beauty of SASHEEN® Brand Silvermist and Classic 
Line ribbons. The richness—the quality of these ribbons 
automatically tell your customers you settle for nothing 
short of the finest. Silvermist: the glowing patina of silver 


the S-10, the S-19 or the S-71. Whatever your operation— 
free gift-wrapping, custom-gift-wrap service, or selling 
bows by the dozen at the ribbon counter... you'll find 
Silvermist and the exciting new Classic Line patterns a 





boon to more store prestige . . . more customer satis- 
faction... more sales. 


shadowed with a contrasting color; Classic Line: elegant 
patterned ribbons, highlighted with gold and silver trac- 





The Amazing S-71—Up to 300 Bows Per 
Hour. Turns out complete, ready-to-use bows 
with your choice of the pop-on pin or easy-to- 
attach adhesive method. Priced at $99.95.* 


‘Magic Bow’ Tyers—Up to 120 Bows Per Hour. Thriftiest of them a//—the S-19 at 
$24.95* makes basic DECORETTE or SASHEEN ‘‘Magic Bow" pre-fabs. /deal for free or 
speed-wrap service. The S-10 at $39.95* costs more, does more. Turns out *‘Magic Bow” 
pre-fabs plus two-tones, off-center-cuts, carnations, combination bows and more. 


*Prices app'y to continental United States only 


WRITE TO: Retail Tape and Gift Wrap Division, 3M Company, Dept. GAQ-71, St. Paul 6, Minnesota. 











Please have your representative cal/— NAME $$ $$$ ______— —_—— 
/ am interested in: 
FIRM NAME : _— i lattes 
The new Si/vermist 
and Classic Line Patterns 
ADDRESS — se an 
The S-10 The S-19 
The S-71 Bow Tying Machine CITY —— ZONE STATE .* 


“SASHEEN” and “DECORETTE” are registered trademarks of 3M Co., St. Paul 6, Minn. Export: 99 Park Ave., N.Y. Canada: London, Ontario. “Magic Bow’ and method of making patented U.S. Pat. No. RE23835. © 1961 3M Co 
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TABLE TOP FASHIONS 


Spode “Queen's Bird” in Lowestoft was se- 
lected in 1939 by Queen Mother Elizabeth for a 
tea service at the Palace. Available in New York 
stock in September. Retail is $22.40 for 5-piece 
place setting. Copeland & Thompson, 206 Fifth 
Ave., New York. 


New “Bonnie Blue,” a spray of blue daisies 
with green accents on white background joins 
the Lenoxware Deluxe line of Melamine. Service 
for 8 retails at $39.95, with 25 decorated pieces. 
Lenox Plastics, Inc., 4417 Oleatha Ave., St. 
Louis, Mo. 


Lavender, rust, brown, green flowers and 
leaves ornament Coalport’s “Jacqueline.” The 
line is available by the place setting, with the 
entire selection of fancies and bowls. Dinner 
plates retail at $72 doz.; tea cups and saucers, 
$66 doz. From Camden Hall, 49 W. 23rd St., 
New York. 
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“Crocus” is a suitable name for the pure white 
English bone china embossed leaf plates and 
cups and saucers by Aynsley. Available from 
stock at about $21 doz. retail. Exclusive with 
Bertson House Ltd., 212 Fifth Ave., New York. 


A discreet yet sophisticated blue-green or 
grey-brown leaf motif encircles the all-white 
spiral shoulder of ‘“‘“Essex,’”’ newest Royal Tettau 
china. Retail for the 5-piece place setting is 
$16.50. Fondeville & Co., Inc., 149 Fifth Ave., 
New York. 


“a 
Jistth Tippy ut 
~ 


Nn il 
‘ig Wibiee my ath 
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The 5-inch wine coaster with a 2-inch filigree 
gallery creates on-the-table elegance. Featured 
are the walnut center and skid-resistant bottom. 
Pair retails for $17.50. Imported by Viners of 
Sheffield, division F.C.A., 362 Fifth Ave., New 
York. 
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Put A Red Circle 
Around The Big 11... 


those all-important shopping 
days of July 30th-August 10th 
at the Chicago Gift Show. 


To make the most of your 
market time, the show hours 
have been expanded on both 
Sundays to a 10:30 A.M. open- 
ing and 7:30 P.M. closing. 
With pre-registration available 
on Saturday, you'll be able to 
get right to work covering the 
more than 450 exhibits at the 
Palmer House and LaSalle 
Hotel. 


“Deck the halls with boughs of 
holly”... we’re doing just that 
in the Discovery Room at the 
LaSalle where you'll see... the 
latest and newest items on the 
market. And to help you find 
those hard-to-locate special- 
ties, just consult our Informa- 
tion Hostesses, who'll havecom- 
plete source files for your use. 


Buyers’ Luncheons are such a 
treat ...a$1.00 show special in 
the Palmer House or LaSalle 


Coffee Shops. You'll be getting 
a $2.00 meal with the Chicago 
Gift Show covering the differ- 
BR j G S ms O PP i N G DAYS ence in cost. Service by ticket 
only. These are available in the 
Show Offices in both Hotels. 


Use our room reservation serv- 
ice to secure your sleeping 
accommodations at the Palmer 
House or LaSalle Hotel. Also 


available,a comprehensive list- 
ing of hotels and motels in the 
Loop area. Write us for details. 


| . 
Directed by: 
EASTERN MANUFACTURERS & 
IMPORTERS EXHIBIT INC, 


220 Fifth Avenue, 
New York 1, New York 


| = 
J U L 3 0 i A U G. | 0 Jack Orenstein, President 


LA SALLE HOTEL & PALMER HOUSE ames 


William E. Little, Managing Director 





TABLE TOP FASHIONS 


Brown, beige-gold and yellow combine in “In- 
dian Song” available with yellow and brown ac- 
cessories. The standard 45-piece set of melmac 
retails at $39.95. From California Molded Prod- 
ucts, Inc., P. O. Box 912, Santa Paula, Calif. 


Cac 7 


Deep cuttings, the trademark of famous Wa- 
terford crystal, create a luxurious design on this 
newest import called ‘‘Kylemore.” The goblet 
retails for $7 and is one of two new patterns 
imported by Horace Grey Co., 225 Fifth Ave., 
New York. 


ra 


New Baronet dinnerware pattern “Coronet” is 
on the Cathay shape. Tea cup is in newest de- 
sign. Colors of band are black and gold. 5-piece 
place setting retails for $13.95. Fisher, Bruce & 
Co., 219 Market St., Philadelphia. 
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One of the new line of Franciscan porcelain, 
“Simplicity” is a plain coupe with platinum 
band. To meet demand for quality china under 
$10 a place setting, retail is $6.95 for 5 pieces. 
From Gladding, McBean, 2901 Los Feliz Blvd., 
Los Angeles. 


The shell is in heavy lead crystal and is one of 
the fast-moving items in the new Sculpture hol- 
lowware that is equally at home with traditional 
or contemporary decor. Retail is $8.50. From 
Fostoria Glass Co., Moundsville, W. Va. 


“Lealand” in Pasco Bavarian China by Hut- 
schenreuther, has field flowers in the idiom of an 
etching—a sweep of charcoal grey on white 
china. On the Gloria shape, 5-piece place setting 
is $8. Paul A. Straub & Co., 19 E. 26 St., New 
York. 
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Bear with us... 


We’re embarrassed . . . but in a very pleasant way. When we left Atlantic City we knew 
Silhouette was “‘hot’’. But. frankly, we never realized how creat demand would be. @ Silhouette 
orders have been streaming in faster than we can fill them. We're working night and day to 
catch up. And we are. Meanwhile, if your delivery is late, please bear with us. # Your Silhou- 
ette order will soon be on its way. When it arrives your patience will be rewarded by bigger 


profit and turnover. @ Your Silhouette sales will prove Silhouette was worth waiting for. 


SYRACUSE CHINA CORPORATION, SYRACUSE 1.N. Y. 


rg 


Whvuclle. . NRACUS 


_ fine hint 


beautiful, beautiful 





Spr ENGLISH 
DINNERWARE A boatload of “fancies” for 


gift-giving: trays, bowls, dishes, jugs, comports, 
tureens, what-have-you. 




















‘’Millefleurs’’ ‘Delphine’ 





by 
erman , ena, “One of Europe's Finest” 
a” FRANCONIA CHINA 


The above 3 patterns lead all the rest in sales! 


“Hawthorn” is first, “Millefleurs” second, “Del- 
phine third. Do you stock them? They sell! 

“Hawthorn’’—green/white/Gold trim — $10.95 a 

. Place Setting 

"“Millefleurs’—pastel flowers/Gold trim—$9.95 a 
Place Setting 

Del phine’’—two-tone blue/Platinum trim—$ 13.95 
a Place Setting 

All on white translucent china. All with Companion Crystal. 

Retail prices given, slightly higher South & West. 

Write for leaflets. 








UDPPeFY, inc. 39 W.23rd st., new york10,n. y. 
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By Jerry Gewirtz 
JC-K Fashions and Gifts Editor 


Spice Up Summer Sales 


With Tie-In Promotions 


® THE SUPERMARKET gives away platters and the 
liquor store often presents regular customers with 
brandy snifters. 

Why can’t the jeweler, then, give away ideas? 

We can think of one good recipe that will up- 
grade sales—and it is really a recipe . . . cool ideas 
for hot weather drinks and tasty tricks to spice 
up sales. 

Provided state laws permit, why not tie in with 
a local liquor store for some brochures on potables 
for summer and use them as a backdrop in the 
store as well as give-aways to browsers? Set up 
a decanter in the middle of an attractive assort- 
ment of drinkware and place some of the flyers 
nearby. 

If you think your customers can be won over 
into a mid-summer visit, mix up some of the sug- 
gested concoctions and make a Summer Fizz 
party. 

If local legislation forbids liquor promotion 
away from the retail store itself, serve iced tea 
or lemonade. The tea institute or the citrus grow- 
ers will provide eye-catching promotion posters 
to tack on the back of your store window. Chances 
are they’ll make available some original drink 
ideas imprinted on flyers you can mail to your 
customer list. Perhaps they’d agree to tie in and 
cover part of the cost of an individualized mailing 
that will illustrate some of your new glassware 
patterns as well as ways of filling the glasses. 

The food companies, too, have endless ideas 
for tie-in food promotions. A company like Gene- 
‘al Foods, for example, has specialized public re- 
lations people that are delighted to work with 


JEWELERS 

















local stores on any publicity idea that helps sell 
their product. Merchandising appetizer and hors 
d’oeuvres platters? They’ll cook up some novel 
examples of cocktail tidbits and probably supply 
samples to entice the housewife and interested 
host into the store. 

Any food promotion will encourage repeat visits 
by new brides. They, themselves, are a natural to 
promote. 

What about photographs that show the table 
setting at those June, July weddings? Get the set- 
ting photo into your store window and make the 
bride feel like a local celebrity. 

You might show a picture of “‘her first party” 
and then duplicate the setting of flatware, china 
and glass. You don’t need a table that seats 12 
to shew how she does it. A small end table might 
demonstrate one setting. Put a few flowers and a 
picture of the newly-married couple on the table. 

Remember always to check your women’s edi- 
tor, especially in the newspaper where you adver- 
tise. A note in the news is insurance for success. 


( APITOL NEWS FOR LENOX:Lenox, Inc. was pro- 
A filed in a feature article “From White House 
to Hope Chest” in the Newark News Magazine, 
May 21. Two pages of color photographs showing 
the manufacture of Lenox dinnerware and gift- 
ware illustrated the article. 


O HELP YOU SELL:A revised version of “The 
Romance of Fine China” about Franconia 
China’s products is offered to readers by Herman 
C. Kupper Inc. It is available to readers in nation- 
al consumer advertising for 15¢ to cover handling 
charges. 
The same company has prepared a new Charles 
Ahrenfelt brochure to acquaint dealers, sales per- 
sonnel and consumers with this Limoges china. 


RANCISCAN APPOINTMENTS: William Calhoun 

has been appointed district sales manager for 
Northern California by the Franciscan dinner- 
ware division, Gladding McBean & Co., it has 
been announced by Richard C. Lawton, general 
sales manager. 

Other changes in the company’s marketing or- 
ganization were also made: 

James Berry, formerly eastern regional sales 
manager, has been promoted to manager of spec- 
lalty sales; David W. Wilkinson, former mid- 
continent regional sales manager, has been pro- 
moted to eastern regional sales manager ; Carleton 
P. Adams, western regional sales manager, will 
be responsible for the direction of sales activities 
in an expanded area west of the above locales. 


‘HOW CALENDARS: From George Little, 220 Fifth 
Ave., New York: Washington Gift Show, 
July 23-26, Hotel Willard; Chicago Gift Show, 
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Souvenir 


~ Spoons of the 50 
States, with 





jewelry, crystal, china and pewter. 





7 Your own spoon made on special order. 
3 Min. plated or sterling. 6 wks. del. 
LE Jobber Inquiries Invited 


NORWEGIAN SILVER CORP 


Norway House, 290 Madison Ave., New York 17, N.Y 
Additional showroom, 225 Fifth Ave., N Y. C., Room 409 





e “ Pies Ei 3 Bes , = 
Whe Se gee — ae 


SEE US AT CHICAGO GIFT SHOW, LASALLE HOTEL, ROOM 626 
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\ authentic seals. ” 
A éollector’s item! — 
Silver Plate—$6.00 ~ 
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“What are you worrying about... 
it’s a Flex-Let Band! Ain’t it?” 
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litany? 


We would like to 
have your comments 


A HANDY COUPON FOR 
YOUR RESPONSE IS ON 
PAGE 32 


Will you let 
us know— 


right now? 








July 30-Aug. 10, LaSalle and Palmer House; New 
York Gift Show, Aug. 20-25, Hotel New Yorker 
and Trade Show Bldg.; Boston Gift Show, Sept. 
3-7, Hotel Statler and First Corps Cadet Armory ; 
Philadelphia Gift Show, Sept. 25-27, Benjamin 
Franklin Hotel. From Trade Shows Ltd.: Cali- 
fornia Gift Show, July 23-28, Hotels Ambassador 
and Biltmore, Merchandise Mart, Brack Shops; 
Denver Gift and Jewelry Show, Aug. 27-30, Al- 
bany Hotel; Phoenix Gift and Jewelry Show, 
Sept. 24-26, Hotel Westward Ho. Zee 


7-PIECE PLACE SETTINGS ... 

(continued from page 66) 

rary patterns by the world’s leading manufac- 
turers.”” Beneath would be photos of perhaps 
four coordinated settings. 

Regular newspaper advertising backed up by 
window displays resulted in a ‘definite increase”’ 
in china, crystal and sterling sales and registra- 
tions, O’Keefe says. 

The campaign has also spurred individual sales 
of each commodity. O’Keefe attributes this to 
the visual appeal of seeing the three tableware 
elements portrayed as they would be in actual use. 

Two factors chiefly determine what patterns 
are combined in coordinated place settings: sim- 
ple good taste and price—expensive sterling is 
not matched with earthenware, for example. 

O’ Keefe stresses the fact that there are no hard 
and fast rules in “matching.” ‘“‘We mix patterns 
all the time,’’ he says, “when you deal with the 
taste of individuals, you can’t lay down hard and 
fast rules. You may not like what customers want 
to buy, but they do!” 

Coordinated patterns. he says, “‘are merely sug- 
gested to help. Even if the customer doesn’t buy 
the combination, she gets the idea; she starts 
thinking in terms of matching.” 

Still another point in favor of the coordinated 
place setting, O’Keefe says, is that, as a bridal 
gift, it “makes a bigger package’ than would 
six pieces of sterling only. And it is often cheaper. 
For instance, six pieces of a certain Kirk sterling 
pattern retail for $38.50. For $37.25 a customer 
may buy knife, fork and spoon in that pattern, 
plus a ‘“‘Charmwood” dinner plate, cup and saucer 
and a water glass of “Billingsley Rose” crystal. 

Kirk coordinated place settings run from $24 
per setting to over $100, but the best sellers are 
in the $30 to $40 bracket. 

“Oddly enough, price is not quite as overwhelm- 
ing as people think,’”’ O’Keefe says, “‘the appeal 
ot the merchandise seems paramount.” He is con- 
vinced that if there are more appealing ways of 
merchandising sterling, china and glass than in a 
coordinated 7-piece setting he has yet to see them. 
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DOWN PAYMENTS 
(Continued from page 58) 


use of consumer credit constitutes a threat to the 
economy of the nation. 

Elimination of down payments, if it does be- 
come general, will give credit jewelers much 
to think about. There are compelling reasons why 
jewelers should go slow in giving up what has 
been proven sound, profitable and helpful in many 
Ways. 

Just as eredit jewelers have become accustomed 
to relying on reasonable carrying charges to 
augment their gross receipts, so have they ac- 
quired the habit of counting on money from down 
payments, when planning their financial opera- 
tions. 

With the hangover effects of the down payment 
requirements of old Regulation W, plus a little 
extra push by store personnel, credit jewelry 
stores’ down payments have averaged around 15 
per cent over the past 20 years. Giving up that 
bird-in-hand cash would make it necessary for 
some jewelers, at least, to find other readily 
available funds. For a lot of credit jewelers, this 
would mean borrowing, and additional financing 
often pays jewelers substantial dividends in the 
form of additional headaches. 

To offset some of the obvious weak spots in 
the freer use of consumer credit, experience argues 
for reliance on trial and error. In the jewelry 
business, down payments have not only provided 
credit sellers with ready cash; they have also 
held down both the debtor’s debt and the creditor’s 
risk. They have, therefore, made a real contribu- 
tion to the stability of the instalment jewelry 
business. 

Over the last 30 years, there have been times 
when competition for sales volume made segments 
of the credit jewelry business go off the deep end 
With promotions built mainly on the cheap appeal 
of “nothing down.” But substantial jewelry bus- 
inesses have avoided these rash excursions into 
uncharted no man’s land. As a rule, credit jewelers 
have insisted on down payments on all sizable 
sales, including even add-ons. 

Discontinuance of down payments on instalment 
transactions through greater use of credit card 
plans and revolving credit methods unquestion- 
ably will make it easier to sell on credit. In the 
opinion of many credit sellers, it also will make 
it easier for consumers to dn credit. 

But if the liberalization of credit has brought 
more and more credit volume, it has also served 
to focus attention on the cost of credit to indi- 
vidual debtors and society as a whole. This, 
turn, has raised warnings that too much and too 
loose credit may bring an irresistible demand for 
restrictive consumer credit controls. i 
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L. G. BALFOUR CO. WAS CHARGED WITH MONOPOLIZING THE SALE AND DISTRIBUTION of frater- 


nity insignia jewelry, college and class rings. The Federal Trade Commission 
issued the complaint June 26 against the company, its president and treas- 
urer, Lloyd G. Balfour, and Burr, Patterson & Auld Co. of Detroit, "a ‘de 
facto’ wholly-owned subsidiary of L. G. Balfour Co." 


AMONG THE “UNLAWFUL PRACTICES" CHARGED BY THE FTC WERE: a monopoly of 





"official" miscellaneous equipment for Greek=-letter Social fraternities 
and sororities; negotiation of "Sole official jeweler" exclusive dealing 
contracts with "practically all" of these groups; disparagement of com- 
petitors; acquisition of full control and domination of three competitors; 
and selling or bidding below cost to drive competitors from markets. 


THE RESPONDENTS CONTROL UP TO 99 PER CENT of all "official" insignia 





jewelry sold to national Greek-letter groups, the complaint said. The FTC 
gave the respondents 30 days to file an answer to the complaint. 


RETAIL JEWELRY STORE SALES IN APRIL WERE OFF 20 PER CENT from April, 1960, according 


to the U. S. Department of Commerce. Since data is not adjusted for seasonal 
variations, the difference could be partially accounted for by earlier 
Easter this year. April sales were 1l per cent less than in March. For the 
first four months of 1961, sales were reported as 13 per cent behind the 
corresponding period of the previous year. 


HOW COMPANIES ARE DOING--Hamilton Watch Co. had a loss of $72,489 for the quarter 


ISRAELI 


ended Apr. 30, compared with earnings of $176,068 for the same period in 
1960 . . . Swank, Inc., directors have authorized a two-for-one split of the 
company's common stock .. . Net income of W. A. Sheaffer Pen Co. for the 
fiscal year ended Feb. 28 was $1,038,221 on sales of $27.5 million... 

U. S. Time Corp. had record sales in 1960 of $69,764,000, about 9 per cent 
above 1959 sales .. . Sunbeam Corp. reports sales running 10 per cent ahead 
of a year ago and profits for the first seven weeks of the fiscal year 

which began Mar. 26 up about 20 per cent... Bell & Howell had first 
quarter net earnings of $105,000 compared with $573,000 for the first 
quarter last year. 


DIAMOND CUTTING INDUSTRY CONTINUED TO BOOM IN FIRST QUARTER 1961, with 

exports rising 20 per cent to 175,000 carats, valued at $16.8 million. 

Imports of uncut stones reached a new high of 422,000 carats, worth $14 
million, a 30 per cent increase in carat volume. 


DUTCH AND ISRAELI DIAMOND INDUSTRY REPRESENTATIVES AGREED in May that 





co-ordination of the two diamond-cutting centers’ activities is essential 
for the stable and steady development of the market. The Israel diamond 
controller said the Tel Aviv talks "have opened the door to genuine and 
productive cooperation." 


CONSUMERS ARE AWAKENING TO THE VALUE OF A JEWEL LEVER WATCH, Gen. Omar N. Bradley, 


Bulova Watch Co. chairman, told company executives and salesmen last month. 
The reason and the result: ". . . a resurgence of aggressive and vigorous 
sales and merchandising activities by the nation's retail jewelers." This, 
plus stepped up marketing by manufacturers, promises better watch sales this 
Christmas season, General Bradley said. 


BULOVA'S NET SALES IN FISCAL 1961 ROSE TO $68.7 MILLION from $66.6 million 
the previous year. Company officials blamed diversification and expansion 
costs and the recession for a decline in earnings from $2.67 to $1.5 mil- 
lion. Sales upturn was helped by introduction of Accutron. Industrial and 
defense sales rose "Sharply." Radio, stereo and phonograph sales were up 8 
per cent. 


MARKET DEBUT OF LOW-PRICED CARAVELLE WATCHES WAS DEFERRED to current fiscal 
year, partly because Bulova's foreign suppliers need the time to reach full 
production of these jewel lever movements. Retail price: $12.95 to $29.95. 
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Only From Syroco 


a tremendous variety of 8-day and battery, decorative wall clocks 
in the most-wanted style categories...priced from $19.95 retail! 


JEWELRY FOR WALLS—that’s the best way to characterize and metals. Simple but precision-made battery movements 
these Syroco style-setters! Deep-dimensional cases offer un- use only a single flashlight battery, work accurately and depend- 
equalled eye appeal. Resplendent in their hand-applied, dec- ably for 12 to 24 months without a change. Movements are 
orator finishes, they’re a match even for your precious gems guaranteed for 1 year . . . WRITE FOR 1961 CLOCK CATALOG! 
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Jewelers’ markups, turnover, profits 
get a going-over at NWJA convention 


Mark-up alone is not the main 
factor in figuring profit, said Rob- 
ert E. Mohr, vice president and di- 
rector of sales for U. S. Time Corp., 
in Chicago last month. 

“Turnover times mark-up is the 
vital consideration. By turnover, 
we mean how much stock is neces- 
sary to do one dollar worth of sales 
per year.” 

Addressing the 54th annual con- 
vention of the National Wholesale 
Jewelers Association, Mohr was one 
of several manufacturers and 
wholesalers who spoke on the sub- 
ject: Can volume selling by the re- 
tailer replace his traditiona! mark- 
up? 

“A common way of relating turn- 
over and mark-up is to multiply 
them by each other. The resulting 
figure tells how much ‘gross mar- 
gin’ a line earns over the course of 
a year on every dollar invested in 
inventory of that line. 

“For example, a brand which 
provides a 40 per cent mark-up and 
has an annual turnover of three, 
provides a total return on invest- 
ed stock of 120 per cent. This 
means for every dollar invested in 
inventory on that line, the store 
earns $1.20 in mark-up, which is 
then used to pay the store’s ex- 
penses and hopefully leave a profit. 

“Along comes another line, offer- 
ing a mark-up of only 25 per cent. 
However, this line gives a turnover 
of seven per year. This means that 
for every dollar invested in that 


NWJA PANEL DISCUSSION: Melvin Cohen of A. Cohen 
and Sons has the floor at a manufacturer-wholesaler 


80 


line, a total of $1.75 is returned in 
gross margin. Although offering a 
lower mark-up, that line earns more 
on every dollar invested in it than 
the higher mark-up line.”’ 

Real profit yield from inventory, 
Mohr said, must be the deciding 
factor in: How much to buy, how 
much space to devote to the product 
and the sales energy it merits. 

Other speakers had ideas on the 
same subject. Said Walter Karlan, 
of Karlan & Bleicher, Inc.: 

“Volume selling by any retailer 
ean replace the traditional mark- 
up. However, can the retail jewel- 
er perform the other services he 
must accomplish if his efforts are 
spent on volume selling and less 
mark-up? This must be decided by 
each individual operation as_ to 
what best suits his needs and as to 
what may be accomplished to give 
him the best profit picture.” 


Break-Even Point 


John B. Stevens, vice-president 
for sales of International Silver 
Co., declared that the first problem 
in volume selling is for the retailer 
to determine his breakeven point— 
the point above the absolute cost of 
an item when he starts to reap 
dollars to apply against rent, sal- 
ary, fringe benefits, taxes, heat, 
light, advertising, etc. 

Direct costs (gift wrapping, free 
delivery, engraving, chest, flannel 
rolls, etc.) usually account for 20 
per cent of list, or half the retail- 


> 
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er’s theoretical gross profit. 

Thus, Stevens said, a _ retailer 
who cuts prices 20 per cent will not 
end up a penny richer even though 
he increases his volume 20-fold, 
unless he slashes his direct costs. 

“On the other hand, he might 
content himself with a 20 per cent 
profit, maintain the same services, 
and accumulate greater riches pro- 
vided the 10 per cent cut is suf- 
ficient to improve his volume sub- 
stantially. 

“For example, a retailer buys a 
line of goods with a list value of 
$1000. He pays the wholesaler 
$600; his direct costs are $200. So, 
assuming he sells all this merchan- 
dise at full price, he puts $200 in 
the till to defray his fixed costs and 
provide him some net profit to 
boot. ... 

“If he cuts prices 10 per cent, 
perhaps he figures to double his 
volume. Here the arithmetic is 
$2200 worth of goods which he will 
sell for $2000 and for which he 
pays $1320. His direct cost should 
be $400, so on this basis he grosses 
$280, or an $80 improvement.” 

Stevens added that he was not 
in favor of cutting prices on brand- 
ed merchandise carrying’ estab- 
lished retail tickets. “‘A good line 
with broad consumer acceptance 
can best be sold in greater volume 
by devoting a larger share of the 
so-called traditional mark-up to ad- 
vertising and merchandising.”’ 

Should the retailer meet volume 
competition by attempts to match 
it with ridiculously low prices and 
no profits? No, said L. W. Prestin, 
vice president of Sunbeam Corp. 
“To assume that would be to as- 
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panel discussion during the 54th annual meeting of the 
National Wholesale Jewelers 


Association in Chicago. 
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_-—~ the 1474 patterns shown SO en | 
~~ in the JC-K STERLING ess 
el FLATWARE PATTERN [ 
| INDEX are worth 1,474,000 





words of practical 
sales-making value! 


No other book tells as much (al! you need to know) as this 
illustrated encylopedia of all sterling flatware patterns. The 
current Sterling Flatware Pattern Index contains 1474 ac- 
tual-size illustrations of active, inactive and obsolete pat- 
terns made by manufacturers in this country. 


Easy-to-use, this exclusive reference book has a complete 
index which lists: 


@ the manufacturer’s name 

@ the pattern name 

@ the current status of every pattern 
@ the company trademarks 


The current Sterling Flatware Pattern Index is handsomely 
printed on durable, heavy coated stock. It is conveniently 
furnished in loose-leaf form. Revision sheets are made avail- 
able every few years so you can keep the book up-to-date. 


This book is a ‘“‘must’”’ for every—Jewelry store, Antique 
shop, Department store, Collec- 
tor, Mail order house, Flatware 
manufacturer 


Order your copy today! it’s wonderful to see so many 
people congregate around you when they know you have 
so much information at your fingertips. 


FOR THOSE WHO ARE ALREADY USING THE INDEX THE 
1961 REVISION SHEETS WILL BE SUPPLIED AT $7.95 
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Chestnut and 56th Sts., Philadelphia 39, Penna. 


Enter our order for a copy of THE STERLING FLAT- 
WARE PATTERN INDEX. 


[] With Binder $27.50 [) Without Binder $17.50 
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sume that his quality repucation is 
worth nothing. He not only must 
have his shelves loaded with qual- 
ity brand names; he must have cus- 
tomers who are as prideful that 
their shaver or clock or appliance 
came from his store as they are 
that their jewels came from him.... 

“We must be true to ourselves at 
whichever trade level we operate. 
There are penalties and limitations 
on those who choose the quality 
reputation route. But the history 
of American business shows that 
for ultimate durability and profit, 
year in and nothing 
matches the earned quality reputa- 
tion.” 

Dudley E. Sanderson, vice presi- 
dent of Oneida, Ltd., seemed to 
voice the consensus of the thinking 
when he said that the average con- 
sumer has a pretty good idea what 
a product is worth to him and about 
what he wants to pay for it—and 
that over-pricing, by manufacturer, 
wholesaler or retailer, does not fit 
into the scheme of things today. 

“Over pricing has a connotation 
of excessive mark-ups, and this is a 
luxury the jewelry business cannot 
afford. The jewelry store has, un- 
fortunately, been tagged in the con- 
sumer’s mind as a ‘high price’ 
store. I believe the jeweler should 
continue to romance the beautiful 
things he sells, and to establish a 
reputation of reliability. But he 
must also do all he can by the lines 
he carries and the pricing of it to 
create a ‘good value image’ as well.” 

Other speakers at the three-day 
session, June 7-9, included whole- 
salers John A. Goll of Baldwin- 
Miller Co., Indianapolis; Lloyd G. 
Pattee of S. H. Clausin & Co., 
Minneapolis, and Arch M. Lyles of 
Lyles-DeGrazier Co., Dallas. Three 
editors also spoke, Hoyt Hurst of 
Mid-Continent Jeweler, Maclay 
Lyon of Northwestern Jeweler, and 
Robert B. Frier of Pacific Gold- 
smith. 

Melvin S. Cohen, president of A. 
Cohen & Sons Corp., New York, was 
re-elected president of NWJA. 
Other officers re-named are: E. 
Reynolds Butler of E. W. Reynolds 
Co., Phoenix; William H. Ficken of 
A. H. Ficken Co., Cleveland, and 
John A. Goll of Baldwin-Miller Co., 
Indianapolis, vice presidents, and 
F. Clarke Bechtel of Joseph B. 
Bechtel Co., treasurer. 
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Hamilton Watch Co. will introduce new, 
simpler electric watch movement this fall 


Hamilton Watch Co. will market 
a new electric watch movement this 
fall—‘‘so simple that Hamilton will 
be able to give its details to the 
trade in a brief technical bulletin.” 

The company introduced the 
world’s first electric watch five 


+ en ee 
THE SAVITAR: One of the three 
new Hamilton 505 electric watch 
styles, this model has 14K gold case, 
retails for $175. 
years ago. To mark its fifth anni- 
versary in the field, the new move- 
ment has been named the “505.” 
The most important design im- 
provement in the 505, the company 
said, is in the switching system 
(see accompanying photograph). 
Normal cleaning, regulation and 
energy cell changes can be made 
by watchmakers with no extensive 
training or study, Dr. John Van 
Horn, Hamilton’s director of re- 


am ae 
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search, said. The technical bulletin 

is now being prepared. 
The company is 

three new case styles: 


introducing 
the gold- 


filled Vega, a weatherproof Aqua- 
tel model and a 14 karat Savitar 
model. 

With these additions Hamilton 
will offer 15 designs in its total 


electric watch line, priced from 
$89.50 to $200. 

Twelve of the firm’s top manage- 
ment, divided into four three-man 
teams, will visit 20 major cities 
this summer to personally intro- 
duce the 505. The company esti- 
mates that at least 2000 retailers 
will attend the meetings. 


Recession hurt fourth 


quarter Hamilton sales 


Hamilton Watch Co. “had three 
good quarters and ended |[|1960] 
with a bad one which reflected the 
effects of the recession,” President 
Arthur B. Sinkler told sharehold- 
ers at the annual meeting. 

Reduced sales continued through 
the early months of 1961, resulting 
in a small loss for the first fiscal 
quarter, Sinkler said. 

“Our plans for the year are based 
on the forecasted pick-up in busi- 
ness the last six months,” he added. 

The shareholders elected these 
directors for three-year terms: R. 
A. Fulton, Jacob L. Hain, Roland 
Raver and William Shand. 
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MOVEMENT IMPROVEMENT: Movement of Hamilton 505 electric watch, 
right, has coil connected directly to a contact index pin. Current flows through 
patented contact wheel. New model also has screwless balance machined to the 
requirements of the coil. Original Hamilton electric is shown at left. 
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HERE’S HOW: Robert Shea, manager of marketing for Westclox division of 
















General Time Corp., tells a group of Eastern clock and watch wholesalers about 
the major points of the “new look” at Westclox for wholesalers. 


Westclox eliminates half its wholesalers; 
remainder to get improved franchises 


Wholesalers who “were doing the 
lion’s share of Westclox business” 
will get “‘the lion’s share of West- 
clox attention” in the future, the 
company announced June 1. 

More than half of the wholesal- 
ers on Westclox’s former list—the 
half which gave the firm less than 
10 per cent of its sales—have been 
eliminated. 

Those remaining will have an 
improved franchise, promised Rob- 
ert C. Shea, manager of marketing 
for the Westclox division of Gen- 
eral Time Corp. 

Shea presented the “new look at 
Westclox” in a 20-minute film 
shown at 27 simultaneous meetings 
held with wholesalers throughout 
the country. More than 100 from 
the Eastern market area were rep- 
resented at the New York meeting. 

Under the new franchise agree- 
ment, Westclox announced it would 
provide the wholesaler with: de- 
liveries when he needs them; “the 
hardest - hitting trade advertising 
ever offered; display material; 
servicing of his important retail- 
ers; protection for a_ reasonable 
period on merchandise which has 
decreased in price; and exclusive 
distribution in an area. 

The wholesaler accepting the 
franchise is obligated to: actively 
promote the line; conduct four 
major promotions a year; pass pro- 
motion incentives on to salesmen; 
give sales training to his men on 
Westclox products; observe break 
dates set by the company; and 
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maintain full-line representation in 
his display room. 

Shea told the wholesalers that 
the company plans to use radio, 
television, trade and “blue-chip” 
magazines and other media to carry 
out “the most intensified advertis- 
ing, promotion and merchandising 
program in Westclox’s 83-year his- 
tory.” 


Sales of $53.8 million 
are new high for Zale’s 


Net worth of the Zale Jewelry 
Co. increased 9 per cent in the 
fiscal year ended Mar. 31, as 43 
stores were added to the chain. 

President Ben A. Lipshy termed 
the vear ‘“‘a highly successful one”’ 
in the company’s annual report. 
Zale “fared quite well in view of 
the general economic climate,” Lip- 
shy said. 

Net sales reached a new high of 
$53,790,140 compared with $51,- 
606,089 the previous year. Net in- 
come dropped from $3,088,866 to 
$2,923,453, still the second highest 
vear on record. 

Zale ended the fiscal year with 
192 units operating in 32 states. 
By May 15 another 18 units had 
been acquired or were under con- 
struction. 

Of these 210 outlets, eight are 
leased jewelry departments, “‘a new 
phase of expansion” begun by the 
firm last year. 

The report also noted the expan- 
sion of Zale’s overseas facilities 





last year. The diamond office in 
Antwerp was enlarged and dia- 
mond facilities were opened in Lon- 
don and Tel-Aviv. 


Elgin sees watch sales 
ranking ‘among the top’ 


An eight per cent increase in 
net sales, but a sharp decline in 
profits, marked the operations of 
Elgin National Watch Co. in the 
fiscal year ended Feb. 26. 

Sales amounted to $33,351,514, 
up from $30,973,160 the previous 
year, Henry M. Margolis, board 
chairman, and Robert O. Fickes, 
president, told stockholders in the 
company’s annual report. 

Net profit was $113,946, a de- 
cline of more than 86 per cent 
from the $825,628 of the year be- 
fore. 

An eight-week 
production at the 


suspension of 
main watch 


plant, year-end adjustments for 
further inventory reserves and 
special contract cancellation 


charges for excess purchased com- 
ponents “greatly affected” profits, 
the report said. 

The plant shutdown came after 
a survey of company operations 
“found a major inventory prob- 
lem of imbalance and excess, made 
more difficult by the downturn in 
the general economy.” 

New lines introduced by the 
watch division last year resulted 
in an 11 per cent sales increase, 
the report noted. For the current 
fiscal year the company expects its 
watch division’s performance to 
rank “among the top in the indus- 
try.” An upturn in orders should 
come in the second half, as dealers 
fill depleted inventories—now at a 
10-year low. 


Manufacturing jewelers 
launch regional meetings 


A program of regional meetings, 
designed by the Manufacturing 
Jewelers and Silversmiths of Amer- 
ica Inc. to provide a closer link 
between the association and its 
members throughout the country, 
was inaugurated in Newark, N. J., 
June 1. 

Robert M. Krementz, vice-presi- 
dent of Krementz & Co. of Newark, 
a director of the association, was 
host for the meeting held at the 
Essex Club in that city. Some 20 
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jewelry firms in the New York-New 
Jersey area were represented. 

Edson W. Sawyer, association 
president, and George R. Franko- 
vich, its executive secretary, dis- 
cussed industry problems and ex- 
plained association activities geared 
to their solution. 

Similar events will be held in 
various other jewelry producing 
areas of the country. 

The jewelry manufacturing in- 
dustry has made another move 
against importation of jewelry from 
foreign lands. 

Under a provision in the new 
minimum wage law, signed by 
President Kennedy on May 5, the 
Manufacturing Jewelers and Sil- 
versmiths of America Inc. has re- 
quested the Secretary of Labor to 
undertake an investigation to de- 
termine the hardship on its indus- 
try that has been caused by grow- 
ing imports from abroad. 


Ohio RJA succeeds 
in legislative victory 


A law providing a procedure for 
disposal of uncalled-for repairs has 
been passed in Ohio, through the 
efforts of the Ohio Retail Jewelers 
Association. 

The new law protects the retail 
jeweler from possible legal action 
by a customer who leaves repair 
work unclaimed for more than a 
and then seeks its return 
after the jeweler has already dis- 
posed of it legally. 

The bill was originally prepared 
by Clarence Moses, executive secre- 
tary of the Ohio RJA. The associa- 
tion’s officers and three past presi- 
dents appeared before legislative 
committees on behalf of the bill. 


New York State RJA 


elects '61-’62 officers 


W. Karl Mintel of Syracuse was 
elected president of the New York 
State Retail Jewelers Association 
at its annual convention in Bing- 
hamton May 6-8. 

Re-elected to their offices were 
Malcolm Campbell of Canandaigua, 
treasurer, and J. Francis Thibault 
of Evans & Sons, Inc., Utica, sec- 
retary. 

The 1962 convention will be held 
at Saratoga Springs May 5-7, 1962. 

The organization also named 19 
regional vice-presidents. 


vear, 
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WMDAA SEMINAR: An all-day discussion of energy-cell movements featured, 
from left: Milton Putterman, Benrus; Bertram Lowe, Longines-Wittnauer; Ed 
Hendrix, Hamilton; Ed W. Kurtz, Jr., Prague-Kurtz Co.; Stanley G. House, 
WMDAA executive director; Henry B. Fried, WMDAA technical advisor; Jean 
P. Savary, Watchmakers of Switzerland; Max Schwartz, Bulova; and William 
Schefelbein, Elgin. Also participating was Fred Nelson, U. S. Time Corp. 


WMDAA elects Edward Kurtz president 
at 15th annual convention in Las Vegas 


“If the watch material distribu- 
tor will recognize the weakening 
position of wholesale jewelers gen- 
erally and properly expand his 
vital relationship to the independ- 
ent retail jeweler, he will have pre- 
pared himself successfully for the 
future.” 

This was the opinion expressed 
by Stanley G. House, executive di- 
rector of the Watch Material Dis- 
tributors Association of America, 
at the WMDAA’s annual conven- 
tion in Las Vegas in May. House’s 
statement summarized the view- 
points of members participating in 
a discussion on “The Future of the 
WMDAA.” 

The association elected Edward 
W. Kurtz, Jr., of Prague-Kurtz Co.., 
Houston, as president. 

Other officers elected at the 15th 
annual convention were: David A. 
Fried, Fried & Field, San Fran- 
cisco, first vice-president; Dominic 
Priore, Niagara Jewelers Supply, 
Buffalo, second vice-president; 
Earle S. Bechtel, Jos. B. Bechtel 
Co., Philadelphia, re-elected treas- 
urer. 

Elected to three-year terms as 
directors were: George G. Kaplan, 
Columbus Jewelry Supply  Co., 
Columbus, Ohio; Louis Langert, 
Langert Bros. Co., Phoenix, Ariz.; 
and Harold Sobel, E. & J. Swigart 
Co., Washington. 

Newly-elected President Kurtz 
called the meeting at the Dunes 
Hotel ‘‘one of the most fruitful in 
the association’s history.” 

One day was devoted to a seminar 
on energy-cell movements and their 


marketing effects. Kurtz and Henry 
B. Fried, WMDAA’s technical ad- 
visor and _ horological consultant 
to JEWELERS’ CIRCULAR-KEYSTONE, 
moderated the discussion, in which 
representatives of the leading U.S 
watch producers participated. 


South Carolina jewelers 


elect Thomas president 


J. €. Thomas of J. C. 
Jewelers in Clinton was 
president of the South 
Retail Jewelers Association at its 
annual meeting Apr. 29-50. 

Other officers chosen at the meet- 
ing in Columbia were: Arthur 
White of Paul E. Crosby Jewelers, 
Spartanburg, vice-president; Abe 
Harris of Hayes Jewelers, Walter- 
boro, second vice-president; Wilbur 
Riddle of Wilbur Riddle Jeweler, 
Laurens, secretary-treasurer; and 
Alan J. Reyner of Reyner’s Inc., 
Columbia, chairman of the board. 


Thomas 
elected 
Carolina 


Oregon jewelers name 
Stevens new president 


Allan Stevens of Stevens & Son 
Jewelers, Salem, has been elected 
president of the Oregon Retail Jew- 
elers Association, succeeding Mar- 
tin Zell of Zell Brothers, Portland. 

Other officers elected at the as- 
sociation’s meeting in May were: 
Nathan Packouz, Packouz’ Jewel 
Box, vice-president; Joe McCor- 
mick, McCormick’s, second vice- 
president; and Frank Breall, Miller 
& Breall, secretary-treasurer. All 
are from Portland. 
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S.J.T.A.—SOUTHERN JEWELRY SHOW 
Room 302, Henry Grady Hotel, Atlanta, Georgia, 
July 16-19 


. CALIFORNIA GIFT SHOW 
Room 2341, Biltmore Hotel, Los Angeles, California. 
July 23-28 
CHICAGO GIFT SHOW 


Spaces 109 & 110, Illinois Room, LaSalle Hotel, 
Chicago, Illinois, July 30-Aug. 10 


NATIONAL RETAIL JEWELERS’ CONVENTION 
Spaces 205 & 206, Waldorf Astoria Hotel, New York, 
New York, Aug. 6-10 


SAN FRANCISCO GIFT SHOW 
Space 274, Western Merchandise Mart, San Fran- 
cisco, Cal., Aug. 6-9 


KANSAS CITY GIFT SHOW 
Booth 340, Kansas City Municipal Auditorium, 
Kansas City, Missouri, Aug. 13-16 
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NEW ELECTRIC ALARM 


_..lets you drowse 5 or] min. 
aii ~ lo r) g ; / 


Gently touch this exclusive ‘sleep selector” 


A on Me)» < 
<3 (fot dle Di ge)' AN, alarm 











HERES A GREAT NEW ‘Ssortment 29007 contains 


1—#20101 Buckskin Beige—Plain Dial 


PROFIT PACKAGE F()R 2-£20102 antique wnite—Luminous Dial 


—#20104 Seaspray Green—Luminous Dial 


YOU F ROM WESTOLOX PLUS this handsome full-color display—yours FREE! 


It’s the fast-selling DROWSE Electric Alarm in an exciting , 
new assortment! Exclusive Sleep Selector wakes you YOUR $f Y dia YOUR $(922 


gently, lets you choose 5 or 10 minutes extra sleep, then COST 
wakes you again! 


And you can order any of these clocks individually for additional back-up stock—You'll need it! 


—_ 


WORLD'S LARGEST MAKER OF WATCHES AND CLOCKS @ DIVISION OF GENERAL TIME CORPORATION, LA SALLE, ILLINOIS fabide 


maielaal 




















To keep your clock 


volume at its peak, 
order these 


NEW WESTCLOX 


Style Leaders: 








ASPEN etectric Alar 


Raised gold numerals and shatter- 
proof crystal! Luminous dial only. Pop- 
ular colors — Beige or Sea- $798 
spray Green. Retail 





FAWN Keywounp ALARM 

Center Alarm Indicator. One key 
winds both time and alarm. Colors— 
Pink or Ivory. Plain dial $398 


Luminous dial, $498 Retail. Retail 





CREST keywound ALARM 

Exclusive Design. Center Alarm Indi- 
cator. Top alarm shut-off. Colors — 
Pink or Ivory. Plain dial. $498 


Luminous dial, $598 Retail Retail 


SPUR KeywounD ALARM 
Luminous black or white dials offer 
exceptional nighttime $498 
visibility Retail 
SEE YOUR WHOLESALER 
SALESMAN TODAY! 








WORLD'S LARGEST MANUFACTURER GT 
OF TIMEPIECES Mf DIVISION OF 
GENERAL TIME CORP., LA SALLE, ILL. Ada 
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AWI DIRECTORS MEET: Details of an Int 
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ernational Watchmakers and Me- 


chanical Instrumentation Congress were worked out by the board of directors 
of the American Watchmakers Institute at a meeting in May in Detroit. The 
Congress is scheduled for Mar. 10-13, 1962, in New York, in conjunction with 
the AWI’s first convention since its founding. Here the directors paused for a 
picture outside the watchmaker’s shop in Henry Ford Greenfield Village. 


Matsushita re-purchases 
bankrupt firm’s stock 


In a move to protect its fran- 
chised dealers, Matsushita Elec- 
tric Corp. of America bought back 
its own products from a Florida 
retail chain which went into bank- 
ruptcy in May. 

A cash purchase was made of 
the Matsushita radio inventory of 
Zayden Stores, Inc., to protect its 
dealers from any “dumping” of 
Matsushita products, the company 
said. 


Erwin Kartzmer buys 
school jewelry firm 


Erwin B. Kartzmer has left Stern 
& Stern, Inc., to take over owner- 
ship and management of Eagle 
Regalia Co., 298 Broadway, New 
York. 

Eagle manufactures scholastic 
and fraternal rings, pins, buttons, 
badges and other items. 

Kartzmer will remain a_stock- 
holder in Stern & Stern, with which 
he was associated for 13 years as 
sales and merchandise manager. 


Mid-Atlantic salesmen 


organize new group 


The Middle Atlantic Travelers 
Association, an organization of 
jewelry and allied lines salesmen 
operating in the Middle Atlantic 
states area, was formed May l. 

Al Goodman of Jacques Kreisler 
was named temporary chairman of 
the group, known as MATA. 

Other officers are: Horace Pack 
of Bulova, vice-chairman; Irv Hoff- 


man of Benrus, treasurer; and 
Henry H. Brylawski, executive sec- 
retary. Brylawski is also executive 
secretary of the Maryland-Dela- 
ware-District of Columbia Jewelers 
Association. 


Jewelry Fashion Week 
set for Sept. 15-22 


A special editorial feature on 
jewelry in the Sept. 15 issue of 
Vogue magazine is planned as a tie- 
in with National Jewelry Fashion 
Week, the Fashion Coordination 
Institute announced last month. 

The second annual Fashion Week 
promotion will be sponsored by the 
Institute Sept. 15-22. Vogue will 
also offer a merchandising kit of 
advertising ideas, 
director of 


window and 
Charlotte Thompson, 
the Institute, said. 


S. H. Clausin sets up 
retail financing plan 


Customer financing of big-ticket 
sales is now available to 564 Jewel 
House stores, sponsored by S. H. 
Clausin & Co., Minneapolis. 

The plan is also open to all fran- 
chised dealers of Princess Diamond 
tings, created and distributed by 
Clausin. 

The financing will be handled by 
a newly-created Jewel House cus- 
tomer service division of the firm. 
Dealers will receive cash covering 
their cost and part of their profit 
on each sale financed. 

All merchandise sold by the re- 
tailer will be eligible for the plan. 
Collections on contracts will be 
made by Clausin. 
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SETTING THE PACE: Miss Indiana adorns Indianapolis “500” pace 
car, wearing $25,000 in pearl and diamond jewelry from Zale Jewelry 
Co. In driver’s seat is Tom Hatchett, manager of Zale’s Indianapolis unit. 


AN ERA ENDS: Judson C. Travis, 
president of Handy & Harman, 
swings the vault door shut for the 
last time at 82 Fulton St., New York. 
In May the precious metal refiners 
and fabricators moved their head- 
quarters uptown to 850 Third Ave. 


% a § ‘ - 
Re ea ee 


VISIT DIAMOND CENTERS: Wal- 
ter Lehman, president of Eichberg & 
Co., Inc., and Walter Lehman Associ- 
ates, and his wife arrive in New York 
after visits to London, Israel, Ant- 
werp and Paris. He found demand for 
diamonds in London “fantastic.” 


ANTI-TARNISH: Hollowware is 
treated at Keystone Silver Co., Phila- 
delphia, now licensed to apply Union 
Carbide’s new silicone finish. 


GEMS OF WISDOM: Connie Howell, 
a St. Petersburg, Fla., miss, wears 
earrings made from her own wisdom 
teeth by jeweler H. Harold Whitney. 
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j HE DIAMOND PL 
. AND TRADING COMPANY 


DOOR OF DIAMONDS: Robert Spratford of C. A. Kiger 
Co., diamond cutters, is about to enter the central sorting 
office of De Beers in Kimberley, South Africa. Here is 
where all mined diamonds are brought for classification. 





HIGH FLYING SALESMAN: Gene Gebhardt, preparing 
for takeoff in his own plane on a sales trip to introduce 
Wyler Watch Co.’s new “Jet Bilt” series, gets a sendoff 
from Jack McCready, vice-president of the watch firm. 


> 


VERITE EMERALDS: The emerald ring worn by this 
model is part of the collection of emerald jewelry offered 
by the newly-formed Verité Jewels, Ltd., a subsidiary of 
Coro, Inc. This ring will retail for $220. 





State of the Jewelry Business 





Imports of 16, 17 jewel watch movements on the rise in April 





IMPORTS 
Apr. 
1961 
WATCH MOVEMENTS (units) 
0-1 jewel 397,533 
2-7 jewels 64,511 
8-15 jewels 4,318 
16, 17 jewels 464,834 
over 17 jewels 1,044 
all movements 932,240 


DIAMONDS 
uncut, by carats 
uncut, by value 
cut, by carats 
cut, by value 
CULTURED PEARLS 
IMITATION STONES 


240,529 
$6,915,144 
47,042 
$4,411,488 
$2,006,233 
$295,388 


EXCISE TAXES 


1961 
AMOUNT COLLECTED 
(add 000) 


VITAL STATISTICS 
Apr. 
1961 
113,000 


334,000 


MARRIAGES 
BIRTHS 


FAILURES 


CASH JEWELERS 
INSTALLMENT JEWELERS 
WATCH REPAIRERS 
WHOLESALERS 
MANUFACTURERS 


WHOLESALE JEWELERS’ 
SALES 


APRIL 1961 


% change % change 
from from 
Apr. 1960 Mar. 1961 


SALES 
INVENTORY 


(troy ounce, large lots) 
Mid-June 
1961 
SILVER $.914% 
PLATINUM $82 
PALLADIUM $24 
TRIDIUM $75 





Jan. -Mar. 


$62,626 


% change 
from Apr. 
1960 


—21.9 
—12.6 
+68.6 

+1.1 
+25.0 
—10.8 


+155.8 
+1.6 
—16.7 
—21.5 


+48.0 
—39.3 


°%= change 


from Jan.- 


Mar. 1960 


—1.8 


°% change 


from Apr. 
1960 


—4.2 
+2.1 


Jan.-Apr. 
1961 


1,404,151 
240,579 
21,970 
1,457,881 
4,311 
3,128,892 


763,879 
$32,834,062 
235,947 
$22,207,189 


$5,517,120 
$1,574,384 


Jan.-Dec. 
1960 


$169,385 


Jan.-Apr. 
1961 
405,000 
1,382,000 


Jan.-May 


1961 
69 
20 

2 
14 
16 


% change 
from Jan.- 
Apr. 1960 


—25.1 
—24.6 
+28.9 
—15.8 
+40.2 
—20.7 


+60.7 
+21.6 
—12.2 
—12.2 


+4.5 
= 2%, 


% change 
from Jan.- 
Dec. 1959 


+6.1 


% change 
from Jan.- 
Apr. 1960 


—0.2 
+3.1 


°% change 


from Jan.- 
May 1960 


+13.1 

+25.0 
(1960:0) 

+16.7 
+300.0 


DEPARTMENT STORE SALES 
APRIL 1961 


% change °% change 


CLOCKS 


from 


from Jan.- 


Apr. 1960 Apr. 1960 
FINE JEWELRY 
WATCHES 
SILVERWARE, 


COSTUME 


JEWELRY 


METAL PRICES—MID-JUNE 1961 


One Year 


Ago 


$.9134 
$82 
$24 
$70 


—5 


—14 


°% change 
0.0 
0.0 
0.0 
+7.1 








Watch Movement Imports—Total 
movements imported in April 
again ran behind the correspond- 
ing month of 1960—but the mar- 
gin of difference (10.8 per cent 
was the smallest of any month 
this year. Watch imports in the 
early months of last year were very 
heavy. This year’s figures com- 
pare more favorably with the cor- 
responding period of 1959, which 
turned out to be a record year. 
Total movements imported in the 
first four months of 1961 are 
within 5 per cent of the total im- 
ported during the same period of 
1959. Brightest sign in the watch 
import picture: The 16, 17 jewel! 
category had its highest Apri! 
total in four years. 
Diamond Imports—In carat 
ume, rough stones are up, cut 
stones are down, continuing a 
trend of some months’ duration. 
Here are the details: 

UNCUT: More carats were im- 
ported in April than in any previ- 
ous month in more than five 
vears. Average carat value, how- 
ever, dropped to $28.75 from 
$72.37 in April, 1960. Two main 
reasons explain this decline in 
value: (1) The government is re- 
portedly again stocking industrial 
diamonds, which would mean that 
more of these less expensive 
stones are included in the import 
totals. (2) Some _ independent 
dealers in West African nations 
such as Ghana, Liberia and Sierra 
Leone are purposely under-valu- 
ing their purchases on_ export 
statements to avoid government 
charges. 

CUT: April import figures were 
the lowest in carat volume in the 
past 32 months, lowest in value 
in the past 36 months. Market 
prices remain extremely firm. 
setter prices in Europe continue 
to attract the finest stones. 
Cultured Pearl Imports — April 
imports exceeded $2 million in 
value, the highest month on rec- 
ord. Anticipating a shortage as a 
result of last year’s typhoon and 
tidal wave disasters in Japan, 
buyers have been busy stocking 
up. Prices on some sizes are up 
as much as 50 per cent. Import 
figures for July and August 


vol- 
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should begin to show the effects 
of the pearl shortage, which some 
importers expect will continue 
for large pearls (over 8 mm) for 
another two years. Some improve- 
ment in the supply of smaller 
pearls may be seen by this fall. 
Imitation Stone Imports — April 
imports dipped sharply, in con- 
trast to the relatively high 
amounts brought into the U. S. in 
February and March. April's fig- 
ures were the lowest recorded in 
more than five years. 

Excise Taxes—Taxes paid during 
the first quarter of this year were 
1.8 per cent less than the amount 
paid during the first quarter of 
1960. This is the first time in 
nine quarters that tax collections 
failed te top those in the corre- 
sponding period of the preceding 
year. 





GOLDEN CIRCLE GIFT: This Sal- 
ton Hotrayette and companion ¢ca- 
rafe were given to each lady attend- 
ing the Golden Circle’s annual dinner 
dance at the Park Sheraton Hotel in 
New York May 20. Entertainment 
was provided by Bill Cohen, brother 
of comedian Myron Cohen. 


Benrus expects fall business upturn; 
1960 earnings up despite sales drop 


Benrus Watch Co. will be able to 
capitalize on a general upturn in 
the fall, “if economic forecasts... 
prove correct,” Julian Lazrus, 
Benrus president, told stockholders 
at the annual meeting May 22. 

The company did not cut produc- 
tion as sharply as first quarter 
sales might have indicated, Lazrus 
explained, in the belief that dealer 
stocks are not high and turnover 
is good, “both favorable conditions 
for a healthy growth in sales for 
the remainder of the year.” 

In the company’s annual report 
for last year, Lazrus said the dip 
in the national economy cut down 
1960 Christmas business an esti- 
mated $2 million. 

Net earnings for the year of 
$423,216, however, were 28 per 
cent better than the $330,807 
earned the previous year. Sales de- 
clined from $25.9 to $23.4 million. 

Lazrus said Benrus made prog- 
ress in 1960 in its long-term pro- 
gram “to strengthen Benrus’ posi- 
tion in the watch industry.” 

The company’s three year guar- 
antee on watches “has established 
prominent and _ steadily growing 
consumer recognition... ,”’ Lazrus 
reported, and “has confirmed man- 
agement’s original view that 
‘it| ...is a powerful sales tool and 
an important stride toward build- 
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stronger consumer 


ing an even 
franchise for Benrus.’ 

Market tests of its own potential 
entry into the’ battery-powered 
watch field did not convince Benrus, 
Lazrus said, that the public is 
ready for such a watch—and vice 
versa. 

“When such a watch can be mar- 
keted in volume at a_ reasonable 
price and at a reasonable profit, 
Benrus will be ready,” he added. 

Development of the _ Belforte 
watch distribution received prior- 
ity, resulting in an increase in 1960 
of 25 per cent more jewelers sold. 





DIAMOND PEACOCK CLUB DIN- 
NER: Angelo DelSesto, center, secre- 
tary of the Diamond Peacock Club and 
general chairman of the 16th annual 
dinner-dance in Boston Apr. 29, joins 
Oscar Zaff, left, and William G. 


Weber, incoming and outgoing presi- 
dents, respectively. Some 500 jewelry 
personnel in New England attended. 





New jewelry display 
company is launched 


Abrams-Korn, Inc., specializing 
in the design and manufacture of 
display platforms, jewelry boxes, 
sample lines and point-of-sale dis- 
plays, has been organized by two 
men with long experience in the 
field. 

Forming the corporation were 
William Korn, chairman of the 
board, and Harry L. Abrams, 
president. 

General offices and factory are 
at 55 E. llth St., New York. 
Korn will direct a branch in Dal- 
las, at 3407 Main St. 


Nine jewelry stores 


receive SBA loans 


Loans totaling $116,000 were ap- 
proved for nine retail jewelry 
stores in March by the Small Busi- 
ness Administration. 

These are the jewelry 
which received conditional loan ap- 
provals for March: Alaskan Gifts 
& Flowers, Fairbanks, Alaska, 
$20,000; Castle Jewelry, Preston- 
burg, Ky., $5000; Roberts Jewelry, 
Hyde Park, Mass., $10,000; Rog- 
er’s Jewelry, Austin Minn., $10,- 
000: Stewart’s Jewelry Inc., Litch- 
field, Minn., $18,000; Chadwick 
Thruway Jewelers, Winston-Salem, 
N. C., $12,000; Sullaway’s, Dick- 
son, Tenn., $8000; W. H. Cowardin 
Sons, Richmond, Va., $21,000; and 
Joyeria Martinez, Ponce, Puerto 
Rico, $12,000. 


stores 


IRS rules certain pens 
exempt from excise tax 


The Internal Revenue Service has 
ruled that the retailers’ excise tax 
need not be paid on fountain pens 
that incorporate precious metals 
in “essential parts not used for 
ornamental purposes.” 

IRS says precious metals may be 
used in the “pen point, lever, clip, 
and the plain, narrow bank or 
bands placed on the cap for the 
purpose of preventing the cap from 
splitting or expanding.” 

Identification tags which are 
considered to be designed to be 
worn for adornment” have been ex- 
empted from the retailers’ excise 
tax on jewelry. 

Tax officials decided that identt- 


‘not 
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Viners 


ROYAL 


| of 
CROWN DERBY Sheffield 


Taste our splendors at the shows 


Good taste—to whet the appetites of all your customers. Master- 
pieces from Royal Crown Derby ... distinguished gifts by Viners 
of Shefheld ... America’s finest china by Castleton. Above, left: 
““Rougemont”’ pattern—$27.50 the place setting; after dinner cups 
and saucers (top) “Exeter”—$10.00 and (bottom) “Medway”— 
$8.50. By Royal Crown Derby. Center, from Viners: Large Pewter 
Coffee Pot—$35.00 and Glass-bottomed Tankard, 1 pint—$10.00. 
Right, by Castleton: “Lavalliere”—$24.95 the five-piece place 
setting and “Sunnyvale”—$19.95 the setting. Delicious, we’d say 
—Just your cup of tea. See them at shows. (Bring a healthy appetite. ) 


ATLANTA—Julv 16-20—Henry Grady Hotel, Room 307 
LOS ANGELES—July 20-28—Castleton China, Brack Shops Building 
CHICAGO—July 30-Aug. 10—Palmer House, Room 626-627 
NEW YORK—([Always) In our convenient showrooms 


— ee —— 


362 FIFTH AVENUE, NEW YORK 1, N.Y. © WI 7-4496 
1411 AIRWAY, GLENDALE, CALIFORNIA © CH §-7597 
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fication tags intended to be worn 
for civil defense purposes, contain- 
ing no precious metals or gems and 
which conform to specifications set 
down by the Office of Civil and De- 
fense Mobilization, are not worn as 
decorative jewelry and will not be 
taxed as such. 


N.C. watchmakers hear 


watch company speakers 


The North Carolina Watchmak- 
ers Association, meeting for its an- 
nual convention May 21, elected 
L. Paul Mathis of Boonville, as its 
new president. 

Other officers named during the 
session at Winston-Salem’s Hotel 
Robert E. Lee were: Aubon John- 
son, Smithfield, and Carl Steele, 
North Wilkesboro, vice-presidents; 
and Jesse C. Temple, Winston- 
Salem, secretary. 

More than 100 watchmakers at- 
tended the meeting. The program 
included technical lectures by rep- 
resentatives of Elgin, Bulova, 
Hamilton, American Time Products 
and the Watchmakers of Switzer- 
land. 


1960 advertisers spent 
$4.4 million in spot TV 


Parker Pen Co. spent $1.7 million 
in 1960 on national and regional 
spot television advertising, more 
than any other manufacturer of 
products sold in jewelry stores. 

Parker ranked 73rd among all 


| firms using that medium of adver- 
| tising, reports the Television Bu- 





reau of Advertising, Inc. 

Total expenditures for spot tele- 
vision advertising of watches, jew- 
elry and cameras last year was 
$4,426,000. 

Pens and pencils accounted for 
$2,861,000 of this total. The re- 


mainder was spent as _ follows: 


cameras, accessories and supplies, 


| $734,000; clocks and_ watches, 
| $524,000; jewelry, $99,000; and 
| miscellaneous, $208,000. 





Eastman Kodak Co. spent $309,- 
690 to advertise cameras and film, 
making it the leader in that cate- 
gory. Top spot advertiser of 
watches was U. S. Time Corp. with 
expenditures of $470,010. 

Zale Jewelry Co. was reported to 
have spent $207,840 to advertise 
various products, and in addition, 


| Zale dealers advertised diamonds at 


| 
j 


'a cost of $30,980. 
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» The Pittsburgh Jewelry and Gift 
Fair has cancelled plans for the Aug. 
12-14, show, scheduled for the Hilton 
Hotel in Pittsburgh. 

» Marchal Jewelers will double its 
sales area and frontage at 745 Fifth 
Ave., New York, this summer. The re- 
modeling will provide space for the 
firm’s diamond, precious stone and 
cultured pearl salon and for its men’s 
jewelry section. It is the second ex- 
pansion for the firm in the past five 
years. 

a George E. Sands has retired as sec- 
retary of Hammel, Riglander & Co., 
Inc., New York. Sands was associated 
with the firm for 41 years. 

» G. S. Corigliano, manager, market- 
ing division of Sel-Rex Corp., Nutley, 
N. J., has been elected president of 
the New Jersey chapter of the Asso- 
ciation of Industrial Advertisers. 

» J. Edward Jaeckle of the Watch- 
makers of Switzerland spoke at the 
May 24 meeting of the Consolidated 
Retail Jewelers of New York and New 
Jersey, illustrating his address with a 
film, The Conquest of Time. 

» Clare Richter, Ltd., a new firm spe- 
cializing in the importing of cultured 
pearls and the design and manufac- 
ture of high-fashion jewelry, has been 
formed by Clare Richter. Mrs. Richter 
was formerly with Neptune Cultured 
Pearl Syndicate. Offices of the new 
firm are at 5 E. 47th St., New York. 
a» Max Stern & Co., Inc., importers of 
precious and semi-precious stones and 
cultured pearls, has moved from 17-23 
John St., New York, to 22 W. 48th St. 
» Vittorio M. Gentile, formerly with 
L. Borrelli Corp., has opened offices 
of the Borrelli and Gentile Corp. at 
665 Fifth Ave., New York. 

=» Maurice Shire, jewels, pearls and 
precious stones, has opened a new 
office at 608 Fifth Ave., New York. 

» Ebeling & Reuss Co. Philadelphia 
importers, completed the move of its 
main office, showroom and warehouse 
from Fifth and Locust Sts. to 23rd 
and Chestnut Sts. July 1. 

» Marcus Jewelers, which purchased 
Saunders, Inc. at 152 Main St., Hack- 
ensack, N. J., in March, has named 
Charles E. Repetto manager of the 
store. Former owner Joseph M. Saund- 
ers retired after 48 years in the jew- 
elry business. The Marcus corporation 
also owns stores in Rutherford, Ridge- 
wood and Westfield, N. J. 

» Barr’s Jewelers 11th store in the 
Philadelphia - Delaware Valley area 
will open in October in the Cherry 
Hill shopping center in the Camden, 
N. J. area. The Barr store will have 
a corner location in the new center, 
where all stores will face on the cov- 
ered malls and courts. 
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=» More than $500,000 was raised for 
the United Jewish Appeal at a testi- 
monial dinner June 6. Nearly 200 
jewelry industry leaders paid tribute 
to Benjamin Lazrus, founder of Ben- 
rus Watch Co. 

2» William H. Seigel observed the 50th 
anniversary of the establishment of 
his Towanda, Pa., jewelry store in 
May. The Seigel Jewelry store is still 
at its original location at 502 Main St. 
» Harold Rosenberg, a jeweler for 20 
years, has opened Harel Jewelers in 
Brentwood, N. Y. Rosenberg is also a 
designer of jewelry. 

» Norman Amtman has been named 
manager and vice-president of 
Gotham Jewelers, 19 Main St., Yonk- 
ers, N. Y. 

» Holliday’s Jewelry, 35 E. Main St., 
Fredonia, N. Y., has completed the 
addition of a new brides’ department, 
located in an adjacent shop taken over 
by owner Howard L. Holliday. 

a Warren L. Myers has moved the 
Glens Falls Jewelry Shop to 164 Glen 
St., Glens Falls, N. Y., where the store 
will have twice the space it formerly 
had at 20 South St. 

=» Leo Kahn’s, a jewelry store at 69 
Albany St. in New Brunswick, N. J., 
for 48 years, has gone out of business, 
conducting the first sale in its history. 
Mrs. Leo Kahn, who directed opera- 
tions of the store since 1935, retired. 
a Littman’s Jewelers in Perth Am- 
boy, N. J., has re-opened in its re- 
modeled and redecorated store, now 
twice the size it was previously. 

=» Due to ill health, Earl L. Lindholm 
has closed Lindholm’s Jewelers which 
he and his wife have operated on Buf- 
falo St., in Hamburg, N. Y., since 
1946. 

» Berson’s Jewelry in Shenandoah, 
Pa., has expanded with the addition 
of an adjacent storeroom at its N. 
Main St. location. 

=» Regency Jewelry Corp. has leased 
10,000 square feet on the third floor 
of the building at 122 W. 27th St. in 
New York. 
» Eugene Garand resigned as mer- 
chandise manager of china and glass 
at Tiffany & Co., New York, to be- 
come president of Brodegaard & Co., 
glassware importers, June 1. He suc- 
ceeded the late Robert F. Brodegaard. 
=» Myer B. Barr, president of Barr’s 
Jewelers, has been elected a vice-pres- 
ident of the Chestnut Street Associa- 
tion in Philadelphia. 

a Alster Import Co., importers of 
costume jewelry, have moved from 
9101 63rd Drive in Queens to 20 W. 
30th St., New York. 

=» Reuben N. Popkin, New York 
diamond importer, has returned from 
a buying trip to Europe. 
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INVENTORY HIGH? 
CASH LOW? 
LET US HELP YOU! 


If you want to run a cash-raising 
sale—or sell out your store for 
any reason—let us advise you 
without obligation! 





The RIGHT decision may mean 
thousands of extra dollars to you. 


Our 35 years of experience and reputa- 
tion is your assurance of greater safis- 
faction! 


Write * Wire * Phone Collect 


No Obligation + In Strictest Confidence 


BRILL & COLMES 
and Associates, Inc. 
Auctioneers and Sales Specialists 


45 West 45th St., N. Y. 36, JU 6-2334 


Members Jewelers Board of Trade 
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Leonore 
Doskow 
personal- 
ized sterling 
silver novel- 
ties offer every 
retailer 1001 op- 
portunities for 
more gift sales. The 
wide variety and top 
quality of these items 
have proven themselves 
with hundreds of jewel- 
ers, at store counters 
throughout the country. 


106] 
STERLING 
SILVER 
GIf Tl TLEMS 











LEONORE DOSKOW INC. 
SILVERSMITH | 
_____ MONTROSE, NEW YORK _ 
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ALWAYS 


in The 


MARKET 
For 


ANTIQUE | 
JEWELRY 


Also Antique Reproduction 
Jewelry, Silver, Diamonds, | 
Platinum and Gold Items, even | 
though in bad order, all bring 
good prices. 


Our check is air-mailed to you 
the same day your package 
is received. Your package is 
kept intact in our fire-proof 
vault for ten days, subject to 
your acceptance of our remit- 


tance. 


GOOD PRICES 


We pay highest prices. Excel- 


lent Service. Thousands of 
shippers have expressed their 
pleasure in doing business 


with Antin’s. 


References: Dun & Bradstreet; 
the Jewelers Board of Trade; 
and, the Whitney National 
Bank, New Orleans. | 


ANTIN'S ANTIQUES 


114 Baronne Street 


New Orleans 12, La. 
ESTABLISHED 1916 





LOOSE and 
MOUNTED DIAMONDS 


LOUIS F. GUINESS, INC. 


CREATORS OF INTEGRITY DIAMOND RINGS 


373 WASHINGTON ST., BOSTON 8, MASS. 


NEW 


» Arthur K. Westbrook has moved 
his Westbrook Jewelers in Hamden, 
Conn., to larger quarters in Hamden 
Plaza. The store’s selling space has 
been doubled and a bride’s room has 
been added. 

» Arthur Baker and Carl Silbert 
have purchased the Rogers Jewelry 
Co. outlet in Malden, Mass., re-nam- 
ing the store Art-Car] Jewelers. Baker 
was manager of the store for the 
Rogers chain, with which he was con- 
nected for the past 17 years. Silbert 
was formerly general manager of 
Malden Jewelry. 

=» Jerry Price has 
Jewelers in Malden, Mass., at 420 
Main St., with all new fixtures and 
several new lines of merchandise. The 
former location of the store, at 7 
Pleasant St., was destroyed by fire. 

» Selig Wasserman has_ remodeled 
the dial and crystal departments of 
Reliable Watch Crystal Co., 333 
Washington St. in Boston. Air condi- 
tioning has also been added to both 
the working area and office. 

» Theodore E. Vaine, for many years 
with Nourse Jewelers in Manchester, 
N. H., has leased a department of 
Leavitt’s Department Store at &55 
Elm St. in Manchester. Vaine will 
operate a complete watch department 
in the store. 

» The executive committee of the 
United Jewelry Show in Providence 
has confirmed the dates for presenta- 
tion of spring jewelry lines to whole- 
salers and jobbers. The show will be 
staged for six days, from Saturday, 
Oct. 27 through Thursday, Nov. 3. 

» After 21 years in Willimantic, 
Conn., Plotkin’s Jewelers at 752 Main 
St., has gone out of business. Owner 
Nathan Plotkin closed the store in 
order to devote his full time to hear- 
ing aid sales. 

» Tifon Jewelers at 10 State St. in 
Hartford, Conn., has remodeled its 
mezzanine sales floor. The newly-air 
conditioned area is now used to dis- 
play china, appliances, silver, luggage 
and stereo equipment. 

» Foss Jewelry and Gift Shop opened 
in Winthrop, Me., in May. Owner of 
the new store is George Botka, op- 
erator of a jewelry store in Livermore 
Falls, Me. The latter was established 
12 years ago by Lester Foss. Botka 
took over the business two years ago. 
» A. G. Page Co., jewelers in Bath, 
Me., displayed $100,000 worth of di- 
amond jewelry in its window in May. 
The gems were used in a local fashion 
show. 

s Winifred Clark of Durham, N. H., 
has been elected president of the Jew- 
elers and Metalworkers guild of the 
League of New Hampshire Arts and 
Crafts. Barbara Hamblett of Nashua 


reopened Price 


ENGLAND 


was named vice-president and Maura 
Franceschini was elected secretary- 
treasurer. 

=» Mary Verdick, wife of a jeweler in 
Meriden, Conn., is the author of a 
new novel, A Place of Honor, pub- 
lished in May. Her husband, Fred- 
erick A. Verdick, is manager of Elli- 
ott’s at 28 W. Main St. Mrs. Verdick 
has also written a number of short 
stories for leading women’s maga- 
zines. 

» The Kay Jewelry Co. has been cited 
as a contributor to the scholarship 
program of the New Bedford, Mass., 
High School Alumni _ Association, 
which awarded scholarships to 23 
seniors this year. 

» ‘Boston, at this time, has a great 
opportunity for growth, and Long’s 
looks forward to growing with Bos- 
ton,” Forest Davidson, president of 
Long’s Jewelers, said recently in ex- 
tending the firm’s lease on its down- 
town location until 1972. The firm has 
occupied the site at 40 Summer St. 
since 1925. It also operates two sub- 
urban branches and will open a third 
branch soon. 

» Fairchild’s Jewelry in Bridgeport, 
Conn., recently featured a colorful 
window display, termed a World’s 
Fair of imported china and glassware. 
a Sharfman’s Jewelry Store at 521 
Main St. in Worcester, Mass., used a 
tie-in with a local sports event for a 
window display in May. A sterling 
silver Paul Revere bowl, the trophy 
presented to the winning crew at the 
Eastern Sprint Championships May 
20, was displayed with timers used by 
race officials. 

» James Evans, treasurer of Evans 
Findings Co., Inc., Providence, has 
been re-elected president of the Meta! 
Findings Manufacturers Association. 
The association’s other officers, also 
re-elected, are: Charles W. Selen, 
Essco Manufacturing Co., vice-presi- 
dent; Peter Parisi, Parisi Tool] Co., 
Providence, secretary; and Frederick 
G. Heeley, Little & Co., Providence, 
treasurer. 

» The Central Connecticut Manufac- 
turers Safety Council has presented a 
top safety award, among firms em- 
ploying more than 300 persons, to In- 
ternational Silver Co. of Meriden. 

e August G. Reibling, president of 
Golden Whkeel Creations, Providence, 
was named “Big Brother of the Year” 
in May by the Big Brothers of Rhode 
Island. Reibling was honored for “his 
outstanding service to the group and 
to many other causes.” 

» Raymond F. Lord, Jr., of B. A. 
Ballou & Co., Inec., Providence, has 
been elected president of the Provi- 
dence chapter, National Association 
of Accountants. 
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MID WEST 


»s Paramount Wedding Ring _ Co., 
headquartered in Chicago since 1918, 
has opened a new factory in Newark, 


N. J., at 38 Liberty St., to supply its 
eastern customers. Its Chicago plant 
is a nine-story building at 910 W. 


Jackson Blvd. 

» Arnold’s Jewelry, a retail store in 
South Whitley, Ind., has closed its 
doors. Warren and Glory Arnold have 
moved to California. 

e Stalkers, a retail jewelry depart- 
ment in the Banner Department Store 
in Anderson, Ind., since 1931, has 
closed. Bert C. and Lillian M. Stal- 
ker retired July 1. 

a Alex E. Berke. who operated Berke 
Jewelers in Elmwood Park, Ill. for 16 
vears, sold out June 1 to Aaron Sivek. 
s Simon L. Bing. doing business as 
Bing’s Credit Jewelry in Champaign, 
Ill., has sold out to Zale Jewelry Co. 
» Morris Chaitlen is the new presi- 


dent of C. & E. Marshall Co., Ine., 
1445 W. Jackson Blvd., Chicago, 
wholesalers of watch materials and 


supplies. He bought out J. Kimball 
Marshall in May. 

e The partnership of Hyman R. Weiss 
and Joe Cooper in Gary, Ind., has 
been dissolved. Weiss will continue the 
retail jewelry business at 614 Broad- 
way which the two took over in April, 
L960. 

es Sam Donchi, formerly of S. Don- 
chi, Inc., diamond importers in New- 
ark, N. J., now represents the Lohen- 
erin Ring Co. of New York in the 
eastern and middle-western states. 

» Robert G. Jensen, a retail jeweler 
in Antioch, Ill... has sold out to 
Charles Wyatt, who operates as the 
Jewel Box. 

es Ronald F. Gagner has closed his 
retail jewelry store in Chester, Mont., 
and moved to Shelby, Mont. 

» Herbert S. Forester, who operated 
a jewelry store in Argos, Ind., has 
closed the store and is now employed 
by O. & H. Jewelers in Plymouth, Ind. 
e James R. Farthing has closed his 
jewelry store in Bloomfield, Ind., and 
joined Brown’s Jewelry in Sullivan, 
Ind., as a watchmaker. 

a Clinton Dodd has closed his Arling- 
ton, S. D., jewelry store and is now 
employed by F. E. Davenport of 
Omaha. 

s Will Ecker & Co., St. Louis engrav- 
ers, moved June 1 to larger quarters 
at 1718 Washington Ave. 

s Officers of the retail jewelers as- 
sociations of Kansas, Nebraska, Mis- 
sourl, Oklahoma and Colorado were 
invited to a meeting June 24-25 in 
Wichita, Kans., to discuss state as- 
sociation problems. 

a New merchandising and promotion- 
al plans were outlined for managers 
of 15 Helzberg’s Diamond Shops at a 
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spring conference in Kansas City. The 
managers also toured for the first 
time the firm’s new executive office 
and warehouse facility at 1600 Balti- 
more. 

s Marvin Rogers, author of several 
feature articles in JEWELERS’ CIRCU- 
LAR - KEYSTONE, has been appointed 
general sales manager of Meyer Jew- 
elry Co. Treasure Chest Stores of De- 
troit. 

=» Robert B. Hindin has been elected 
president of the Milwaukee Whole- 
sale Jewelers Association. Arthur C. 
Kuesel is the new vice-president and 
H. M. Stetter was named secretary- 
treasurer. 

a William G. Swartchild, Jr., execu- 
tive vice-president of Swartchild & 
Co., watchmakers’ and jewelers’ sup- 
ply house in Chicago, has been made 
civilian district chief of the Chicago 
Ordnance District, U. S. Army. 

» Zale Jewelry Co. has added two 
stores in Illinois, taking over locations 
in Peoria and Decatur formerly oc- 
cupied by Marks Jewelers. The new 
Peoria store in Sheridan Village will 
be managed by Charles W. Grayeb. 
Zale also named Bruce Fink as man- 
ager of Hillman’s, a Zale store in Can- 
ton, Ohio, succeeding Al Erlich who 
has been transferred to Indianapolis. 
»s Mrs. Norman Wahl has sold Wahl 
and Son Jewelers in Anna, IIll., to 
Kenneth C. Cannon. 

» C. E. Brown has purchased Fisch- 
er’s House of Gifts in Beardstown, 
Ill., from Mrs. W. E. Fischer. Brown 
combined the gift shop with his own 
jewelry and watch repair business. 

» Levitt’s Jewelers in Wichita, Kans., 
doubled in size when it moved June 1 
from 111 S. Broadway to 222 E. 
Douglas St. 

e Curtis Whaley, manager of the Kay 
Jewelry Co. store in the Meadows 
shopping center. Seymour Pinkus took 
become manager of Kay’s new Indi- 
anapolis store in the Southern Plaza 
shopping center. Seymour Pinkus took 
Whaley’s former post. Robert G. 
Olander has been named manager of 
Kay’s store at 344 Summit St. in 
Toledo, Ohio, succeeding Cecil Giles, 
who became manager of the chain’s 
new store in Hammond, Ind. 

»s Frank A. Raines has opened Rain- 
bow Jewelers at 116 W. Fourth St. in 
Winona, Minn. 

ce Rogers Jewelry has opened a store 
in Xenia, Ohio, at 22 S. Detroit St. 

» Wallace Butler, Tama, lowa, jew- 
eler, has purchased the J. H. Willet 
Building on Main St. and will move to 
that location in September. 

» John A. Kobel, an Elgin Watch Co. 
employee for 30 years, has opened 
Roselle Jewelers at 13 E. Irving Park 
Rd. in Roselle, III. 
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DISTINCTIVELY AND 


VIDUALLY STYLED TO FIT 
IN WITH ALL SERVICE & 


AWARD PROGRAMS 


*EXCEPT FIRST ORDER 


KINNEY CO. 


NET COST 
LOW AS $6. 





Retail Jewelers. 


e FINE SYNTHETIC 


NU STON 


e NO DIE CHARGE* 
—_ 


12 PIECES 






INDI- 





123 STEWART ST. 





PROV. 3, R. I. 





|PERMA- 


FLASH| 





They remain 


on sight. 


Bright" for life . 


is the name of the finish on 
-newly designed Certified 
+ Wedding Rings in !4K gold. 


"Honeymoon 
.. and sell 


CERTIFIED METALS Co. 


119 Edison Pl., Newark2, N.J. 


® No minimum order 
® Sold direct to 


the retailers 


® Write for catalog 


GENERAL CHARMS 


48 WEST 48TH ST... N.Y.C. 36, N. Y. 

















WORLD FAMOUS GAYLORD WATCHES 


Gents AS 1194. All Steel Cases, 17 Jewels. Inca 
Waterproof 


Unbreakable 


bloc, Unbreakable \lainspring, 


Ladies FF 60. 1i7 Jewels, Incabloc, 


Mainspring, KGP Cases. $8.95 


BILL GRIFFITH IMPORTING CO. 


1225 East 27th Place, Tulsa, Oklahoma 


$8.25 











VELVET 


for 
Drapes, Showcases, Windows 
“ wide—Crush Resistant 
PRICES 


LOW, LOW 


Write for samples 


CAROL VELVET COMPANY 
GREENSBORO, N. C. 


P. O. Box 404 
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Jewelry Stocks Wanted 


CASH WITHIN 24 HOURS for 
DIAMONDS CHINA OLD GOW 


CALL COLLECT FOR CONSULTATION 
Telephene: Déierborn 2.3407 


A WeilerEG. 


fsteblished 1880 


Ali inqvirtes Strictly Confidential 
MEMEER REFERENCE 

toed Your Lecel 
of Trede Bonk 


Division of M. Y. Finkelman Company 


we \we \we \we \wi WA \ws WA \we \we lea | / 


IAMOND 


Lowest from Anlwerf* 
Wholesale Ditect 
Prices 


HIGH AWARD BRUSSEL NTERNATIONAL EXHIBITION 
Ore em ee 058 ae ee 
WRITE AIRMAIL FOR PRICE LIST 


JOACHIM GOLDENSTEIN 


Diamond Clib, Antwerp, Belgium 








L221 
1 ct. Total Weight 
$340.00 Keystone 


JUdson 2-4224 


FAMOR 
IMPORTING 
COMPANY, INC. 


From the Finest Cems to the 
Lowest Priced 


Brochure and catalog 
on request 


available 


Promotional Diamonds 

















Gem City Business College 


School of Horology Division 
Quincy, Illinois 


(Formerly Bradley University School of 
Horology, Peoria, Ill.) 


Complete Courses in 
WATCHWORK 
ENGRAVING 
JEWELRY 
STONE SETTING 
New Classes Begin Every Monday 


Throughout the Year 
Write for Free Bulletin 








THE 4% SOUTH 


» A cooperative advertising plan has 
been launched by the Shreveport, La., 
Watchmakers Guild. Called “Watch- 
makers Public Information Program,” 
the plan includes a series of articles 
and cartoons to be run in local news- 
papers. The material stresses the 
theme “Know Your Watchmaker and 
Seek His Advice.” D.C. Rutherford, 
Jr., is chairman of the program. 

» Bernard Fredland, Fredland Jew- 
elers, Silver Spring, Md., has been 
elected president of the Greater Wash- 
ington Retail Jewelers Association. 
Other new officers are: Saul Feld, 
Kay-Franc Jewelers, vice-president; 
C. C. Anderson, Anderson Bros., sec- 
retary; Charles P. Sherman, trea- 
surer; and Henry M. Brylawski, ex- 
ecutive secretary. 

» Duval Jewelry Co. opened its 
fourth store in the Jacksonville, Fla., 
area in May. The new unit in the 
Cedar Hills shopping center is the 
20th Duval store in Florida. 

» Jewelers from North and South 
Carolina received instruction in di- 
amond evaluation from the Gemologi- 
cal Institute of America at a class 
conducted recently at the Hotel Char- 
lotte in Charlotte, N. C. 

» A private collection of 88 sterling 
silver tea and coffee sets, believed to 
be the largest such collection in the 
world, was displayed in May at the 
B. H. Stief Jewelry Co., 214 Sixth 
Ave., N., Nashville, Tenn. The collec- 
tion is valued at more than $100,000. 
e Horowitz Jewelers, 351 King St., 
Charleston, S. C., celebrated its 50th 
anniversary in May. Owner Meyer H. 
Horowitz is son of the store’s founder, 
A. S. Horowitz. 

» Cecil Kaufman, president of Kay 
Jewelry Stores, Inc., received the 
Qurisman Award for civic achieve- 
ment May 10 at the annual dinner 
meeting of the Jewish Community 
Center of Greater Washington. 

» Hollywood Jewelers will be one of 
the tenants of the Circle shopping 
center, now under construction in 
Richmond, Va. 

e Keller & George, jewelers at 214 E. 
Main St., Charlottesville, Va., pre- 
sented a diamond ring to Lila P. Hull 
May 1 to celebrate her 40 years serv- 
ice with the firm. 

» A second Jewel Box store has been 
opened in Bristol, Va., in the South- 
side shopping center. David B. Wein- 
stein is manager of both stores. 

« Laymon Miller and Ed Grace have 
purchased Range’s Jewelry on Main 
St. in Versailles, Ky., changing the 
name to The Jewelry Center. They 
own another store in Lawrenceburg, 
Ky. 

» Erroll Smith of Kay Jewelers store 
in the Prince Georges Plaza shopping 
center near Washington, D. C., won 


an automobile in May for his work 
in the company’s sales contest. 

e Walter Dixon of the H. L. Lang Co., 
Staunton, Va., has been elected presi- 
dent of the Virginia Retail Jewelers 
Association. 

» Adam L. Bair and his wife have 
opened Bair Jewelers on Interlake 
Boulevard in Lake Placid, Fla. 

»s Bromberg & Co., Inc., of Birming- 
ham, which is celebrating its 125th 
anniversary this year, has purchased 
Ruth & Sons, Montgomery’s oldest 
jewelry store. Ruth & Sons, founded 
in 1878, is the third Bromberg store. 
It is undergoing complete remodeling 
and refurnishing. 

» Louis Booke, retail jeweler at 117 
W. Saratoga St. in Baltimore offered 
a showing in June of a collection of 
fine jewelry created in Paris. It in- 
cluded earrings, necklaces, rings and 
bracelets in 18 karat gold and plat- 
inum, mounted with diamonds and 
other precious gems. 

» Martin and Hebert Jewelers, Inc. 
in Shreveport, La., has changed its 
corporate name to Martin Jewelers, 
Inc. 

e Calvin Braswell, owner of Braswell 
Jewelry Co., a retail jewelry store in 
Moultrie, Ga., has purchased the Har- 
ris Jewelry Co. in Pelham, Ga., from 
C. H. Harris and his wife. Braswell 
will operate both stores under the 
name of Braswell Jewelry Co. 

» Kay Jewelry has opened a new 
store in the Belvedere Plaza shopping 
center in the Atlanta, Ga., area. 

» Walter R. Brewer has been ap- 
pointed manager of Stanley Jewelers’ 
Franklin St. store in Tampa, Fla., and 
supervisor of the other two Stanley 
stores in Tampa. 

a» Jimmy Davis, manager of Royal 
Jewelers in Bartow, Ga., has been 
promoted to regional manager of the 
Jewel Box Stores. 

» Robertshaw - Fulton Controls Co., 
Richmond, Va., has offered to buy the 
assets of Lux Clock Manufacturing 
Co., Inc., Waterbury, Conn. Lux di- 
rectors voted to recommend the mer- 
ger to stockholders, who must give 
their approval. If purchased the clock 
company would manufacture timing 
devices for new controls which Rob- 
ertshaw has developed. Lux has plants 
in Waterbury, Lebanon, Tenn., and 
Canada. 

» Laurence Imburgia has been elected 
a vice-president and regional store 
supervisor of Gordon’s Jewelers. With 
Gordon’s in New Orleans since 1939, 
Imburgia now supervises five stores 
there and one in Pensacola, Fla. The 
chain has also named Ernest Boling, 
formerly manager of a Gordon’s store 
in Dallas, as manager of its new unit 
in the Parkwood Plaza shopping cen- 
ter in Orlando, Fla. 
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» New Mexico jewelers and watch.- 
makers met June 17-18 at the Cole 
Hotel in Albuquerque to organize a 
state-wide association. Marvin Trem- 
bly of Belen served as temporary 
chairman of the meeting. The meet- 
ing followed more than a year of 
planning, discussion and preliminary 
work. 

» Herman M. Matters has moved 
King’s Jewelers in Tulsa, Okla., from 
400 S. Main St. to the Brooks Plaza 
shopping center. King’s has been lo- 
cated in downtown Tulsa for 15 years. 
» The theme of the April meeting of 
the Dallas Watchmakers Guild was 
“Success or Failure of the Independ- 
ent Jeweler.” Bob Owens of Owens 
Jewelers and R. B. Raymond, a watch- 
maker and jeweler in Dallas, spoke. 
= Harvey Berkey has been named 
sales representative for Golden Shield 
Corp. in Oklahoma and Arkansas. 
Berkey has assisted in the operation 
of Berkey Bros. Jewelers’ Supplies, 
Oklahoma City, for some time. 

» John Thomason, president of the 
Texas Watchmakers Association, 
showed movies he made on his recent 
fishing trip to Canada at the April 
meeting of the Texas Watchmakers of 
Houston. 

» Emory Kluge, formerly with Handy 
& Harman in Chicago, has joined the 
refining department of Southwest 
Smelting and Refining Co. of Dallas. 
» John A. Rawlins, Jr., of Dallas was 
elected president of the Southwest 
chapter No. 15 of the National Asso- 
ciation of Watch and Clock Collectors, 
at the chapter’s annual meeting in 
Wichita Falls, Tex. Also elected 
were: Margaret Coats, Tyler, Tex., 
vice-president; and Virginia Tim- 
mons, Houston, secretary-treasurer. 
» James R. Manning, Dallas watch- 
maker, appeared on the program at 
the Wichita Falls meeting, during a 
session on the restoration and repair 
of clocks. The display of unusual 
and antique timepieces at the meeting 
included several from the collection of 
Myron Everts, Dallas jeweler. 

» Henry F. Howell, owner of Howell’s 
Jewelry in Lawton, Okla., has been 
named a director of the Downtown 
Lawton organization. 

=» Moody’s Jewelers’ main store at 
1137 S. Harvard Ave. in Tulsa, Okla., 
destroyed by fire last January, was 
re-opened at the same address May 11. 
» Jimmy Turner and Almeda Vaughn 
have purchased King’s Jewelers in 
Wynnewood, Okla., changing the name 
to Jimmy’s Jewelers. 

s Jack Sugar, formerly with Lawson 
Jewelers in Phoenix, Ariz., has an- 
nounced plans to open a new store in 
the South Phoenix shopping center. 

» A free trip for two to the jewelry 
and gift centers of Europe will be 
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awarded at a dinner-dance Sept. 4 by 
the Allied Jewelry Show, now under 
the management of the Texas Jewel- 
ers Association. 

» J. M. Cohn is the new manager of 
Stelfox Jewelers’ Capital Plaza store 
in Austin, Tex. 

» Paul’s Jewelers in Douglas, Ariz., 
have moved from 531 Tenth St. to 932 
G. Ave., formerly the location of 
Hoyal Jewelers. Paul Whalen, owner 
of Paul’s, bought the Hoyal business 
from Mrs. Robert Hoyal. 

» Zale Jewelry Co. opened its new 
downtown Fort Worth store at 400 
Houston St. last month, moving there 
from 313 Houston St. 

m Leder Jewelry in Dalhart, Tex., 
has moved from the La Rita Theater 
Building to Third and Denrock Sts., 
a location formerly occupied by Er- 
win Jewelry. 

» B & B Jewelry Sales has moved in 
Houston from 316 Fannin St. to a 
2000-square foot space at 1520 Capi- 
tol Ave. 

»s Walton Chenoweth, a Tulsa, Okla., 
jeweler for 40 years, has opened Wal- 
ton’s Credit Jewelry at 207 N. Main 
St. in Sand Springs, Okla. 

» Sterling Jewelry & Distributing 
Co., a closed membership depart- 
mental specialty company in Dallas, 
has begun construction of a second 
location, a 55,000-square foot building 
on Northwest Highway in suburban 
Dallas, with an estimated cost of $2 
million. 

a C. E. Wallace has returned to Tuc- 
son, Ariz., aS manager 


Jewelry at 21 E. Congress St. Wal- 


lace managed the store for eight years | 


prior to 1951. 

2» Willa Mae McCandless has moved 
her jewelry and watch repair busi- 
ness in Amarillo, Tex., from 213 E. 
Ninth St. to 108 E. Ninth St. 


» Leon Davis, president of Corrigan’s | 
Jewelers in Houston and chairman of | 


the Fine Jewelers Guild, left May 29 
for a month-long trip to the Orient 
and Europe to purchase gems and art 
objects for Guild stores. 

» Ben Israel, operator of a jewelry 
and watch repair shop at 409 St. 
George St. in Gonzales, Tex., has re- 
tired and closed his business. 

2 Jerald Fisher and Paul Smolensky 
have been named vice-presidents and 
regional store supervisors of Gordon’s 
Jewelers. Fisher supervises six stores 
in the Dallas area. Smolensky is in 
charge of 11 stores in the Houston 
area. 

» Gordon’s Jewelers outlet in Pasa- 
dena, Tex., has opened in a new loca- 
tion at 127 W. Southmore Ave. The 
store was formerly at 209 E. Shaw St. 
M. M. Gordon, founder of the chain, 
attended the opening of the store, 
which is managed by Mary Garrison. 
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yold frames for U. S. gold 
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many with colored stones, 
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for NEW FREE 1961 catalog 
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WEST COAST 


»s A program on “Merchandise Con- 
trol” was presented by Neil Morrison 
at a meeting of the Southern Cali- 
fornia Guild, American Gem Society, 
in North Hollywood, May 16. 

s Directors of the California Retail 
Jewelers Association met in Fresno, 
June 4. George Finley, Jr., chair- 
man of the 1961 Pacific Coast Jewelry 
Show, described final plans for the 
show at the Biltmore Hotel, Los An- 
veles, Aug. 27-29. Early space res- 
ervations, he said, assured a record 
number of exhibitors. Forrest Dickey, 
of Dickey Jewelers, Bakersfield, re- 
cently was named a director of CRJA. 
» Members of the Contra Costa 
Watchmakers & Jewelers Guild met 
at the Round-Up Restaurant in Con- 
cord, Cal., May 2. Von McBride 
spoke on gem cutting. Slides of the 
Hamilton electric watch were shown 
at the June 6 meeting. 

» A free round-trip jet flight for 
two to Mexico City, including a six- 
night stay at El Presidente Hotel, 
will be awarded at the Buyer Break- 
fast at the 53rd California Gift Show 
in Los Angeles, July 23-28. The show 
will be held in the Brack Shops 
Building, Merchandise Mart, and the 
Biltmore and Ambassador Hotels. 

» Officers and directors of the Wash- 
ington Retail Jewelers Association 
met in Seattle June 3. 

» The Oregon State Jewelers Asso- 
ciation held its annual meeting at 
DeVault’s Chuck Wagon, Portland, 
May 21. The association’s annual 
golf tournament was held at the Col- 
wood Golf Club in Portland, June 25. 
« Returning to Holtville, Cal., after 
a 10-year absence, R. N. Claiborne 
has opened a new watch and jewelry 
repair store. He previously had oper- 
ated Claiborne’s Jewelry Store in 
Holtville, and then had moved to Live 
Oaks Springs. 

»s Members of the Outside Diamond 
Setters Union, Local 94, marked the 
organization’s 25th anniversary with 
a dinner at the Whitcomb Hotel in 
San Francisco May 9. Plans were 
made to have a delegate represent 
the local at the 1962 convention of 
the International Jewelery Workers 
Union. 

=» Roy Teeslink and H. C. Seek, both 
well-known in East Bay jewelry cir- 
cles, have opened a manufacturing, 
diamond setting, and watch repair 
service for the trade under the name 
of Professional Jewelers, in Room 
409, Broadway Building, 1419 Broad- 
way, Oakland, Cal. 

» The Pierce Jewelers store in Shaf- 
ter, Cal., was purchased recently by 
John P. Fabrie, who has changed the 
name to Fabrie Jewelers. 

» Alexander H. Smolins and his son, 
Gerald J., recently opened Linn 


Jewelers Credit Store, 370 East St., 
San Bernardino, Cal. 

es A third Kay Jewelers outlet in 
Sacramento, Cal., was opened April 
28 in the Southgate Shopping Cen- 
ter, Franklin Boulevard, under the 
management of Howard Glatt, who 
has served as assistant store man- 
ager in Hayward, Cal. 

a On their 11th anniversary in busi- 
ness in Vallejo, Cal. Robert C. Brown 
and his wife opened a new store at 
904 Marin Street. 

e Harry Sherwood, president of Le- 
Roy’s Jewelers in Torrance, Cal., has 
opened a new store in the Del Amo 
shopping center. 

»s Armen Yarijian, formerly with the 
Watch and Jewel Shop, Hermosa 
Beach, Cal., has opened Lomita 
Jewelers at 24607 Narbonne Ave., 
Lomita, Cal. 

a Gus Farber, specialist in the pur- 
chase of diamonds and in the estate 
business, moved recently to larger 
quarters on the fourth floor at 704 
Market St., San Francisco. 

» The Van Nuys and Palmdale, Cal., 
stores of Mark Jewelers have been 
purchased from Murray Hecht and 
Joseph Ross by David Blum of 
Barry’s Jewelers, 543 South Broad- 
way, Los Angeles. Mark Jewelers will 
continue in business from their ex- 
ecutive offices, 8718 W. Third St., Los 
Angeles. 

e Ann Martin, specializing in expert 
bead stringing, has moved from Suite 
708, 220 W. Fifth St., Los Angeles, 
to larger quarters in Suite 811. She 
has added four new employees, in- 
creasing her staff to 11. 

» Robert (Pat) Padgett has been 
appointed to represent the E. W. Rey- 
nolds Co. of Phoenix, Ariz., in north- 
ern California, from Fresno north- 
ward. 

» A new costume jewelry firm, The 
Irwin Paul Jewelry Co., has opened 
in the Royal Building, 716 S.W. Mor- 
rison St., Portland, Ore. Owners are 
Irwin Leitgab and Paul Speyer. 

» The Leo Miller jewelry store at 
Vale, Ore., has been purchased by 
Robert Keller and his wife. 

» Albert H. Ottoson, in the watch 
repair business in the Postal Build- 
ing, Portland, Ore., has moved to 
larger quarters in Room 301 of the 
same building. 

a Wallace Jewelry in Poulsbo, Wash., 
was leased recently from Rendell 
Wallace by James P. Hoke. 

es A new store, known as Tivy’s 
Jewelry, has been opened at 32— 
104th Avenue, N.E., Bellevue, Wash., 
by C. R. Tivy. 

» Milton Sholdt, manufacturing 
jeweler, has moved in Seattle from 
the Bigelow Building to Room 401, 
Fourth and Pike Building. 
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Executive Appointments 








Harold F. Diegel, former con- 
troller of Chrysler Corp., has 
joined Elgin National Watch Co. 
as vice-president and treasurer. 
The company said Diegel is ex- 
pected to assist in the current re- 
vamping of Elgin’s administrative 
organization, as well as _ partici- 


pate in its program of product 





Hochman 


Diegel 


development and _ diversification. 
He is a veteran of more than 39 
vears at Chrysler, where he di- 
rected a staff of 400 and exer- 
cised functional control over 5000 
financial personnel. 


Emanuel Hochman retired July 1 
from the post of vice-president 
and director of sales for Bulova 
Watch Co., Ine. His retirement 
marked the end of nearly 40 vears 
of active association with the 
watch industry. Hochman joined 
the Bulova sales staff in 1927, 
later pioneered in the establish- 
ment of authorized Bulova. re- 
tail sales outlets throughout the 
South and Midwest. He became 
sales manager for consumer prod- 
ucts in 1950, vice-president in 
charge of sales in 1951 and was 
appointed to his latest position 
in 1957. 


Hubert Stern was elected vice- 
president of Max Stern & Co., Inc., 
at the annual meeting of the board 
of directors. Stern will be in 
charge of sales and advertising 
for the New York importers of 
precious and semi-precious stones 
and cultured pearls. 

Son & Prins Co., diamond import- 
ers with headquarters in Chicago, 
made several recent executive 


changes. Irwin A. Fosse and Jo- 
seph B. Ziegler have been elected 
Fosse also con- 


vice-presidents. 
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tinues as treasurer of the firm. 
At Son & Prins Co. of California, 
located in Los Angeles, Herbert 
M. Wolf has been elected presi- 
dent and will continue as treas- 
urer. Arthur Fein was named sec- 
retary, and D. J. B. Prins became 
chairman of the board. 


Jay Cohen has been appointed 
vice-president and executive store 
supervisor of the Gordon Jewelry 
Corp. With the firm since 1938, 
when Gordon’s operated only four 
stores, Cohen became the chain’s 
first supervisor in 1946, with re- 
sponsibility for nine stores’ in 
Texas and Louisiana. In 1959 he 
was named executive supervisor. In 
his new capacity Cohen will be in 
charge of 92 Gordon’s stores. 


Robert Forster has been elected 
to the marketing committee of the 
Swiss Federation of Watch Manu- 
facturers (Federation Horlogere), 
the central trade organization of 
the quality watch industry of 
Switzerland. Forster’s appoint- 
ments fills the seat on the com- 
mittee left open by the death of 
Adolphe Vallat. Forster is inter- 
national marketing director for 
the Omega Watch Corp. of Bienne, 
Switzerland, a_ position previ- 
ously held by Vallat. 


Former Ellmore execs 
launch silver firm 


Baldwin Industries, Inc., a new 
silver manufacturing firm, has 
named a 10 man sales force for its 
lines of sterling and silverplate. 

Arnold Doolittle, Seymour D. 
Pelz and Charles W. Boynton, all 
former executives of Ellmore Silver 
Co., are principals in the company. 
Others are John H. Saunders and 
Clarence B. Bradshaw of Yalesville 
Silver Co. 

Doolittle is president of the com- 
pany which has established offices 


and factory in East Hampton, 
Conn. 
Sales representatives are: 


Charles M. Barry, Clif S. Dunn, 
Jackson Boehm, Ken Hallock, 
Charles Johnston, Lester Patterson, 
Si Pelz, George Press, Fae Riddell 
and Robert Sachs. 
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THE LEO KAHN JEWELERS 


of New Brunswick, New Jersey story 
May 4—June 3, 1961 


A SUCCESSFUL SALE CONDUCTED 
by our firm is the usual occur- 
rence and therefore not note- 
worthy . . . but we take 
particular pride in the tre- 
mendous results of this 
sale. 


Because of the adverse 
conditions encountered 


1—A hard hit distress area 
2—Cut throat competition 
3—A very poor location 


The one thing in our favor 
“A very good reputation’ 
Results were better than 


$ for $ 


His inventory after all expenses 


SILVERMAN SALES ENTERPRISES 


580 Fifth Ave., N. Y. C., N. Y. 
PL 7-4692-4693 














Obituaries 











Charles Fred Donovan, a member 
of the sales force of Improved 
Seamless Wire Co. of Providence 
for the past five years, died June 
3. Previously he had represented 
the former Wilson Co. of New Jer- 
sey for 10 years and E. N. Cook 
Plate Co. of East Providence for 
25 years. 

Homer Goldblatt, 50, owner of Al- 
len’s Jewelry in Tacoma, Wash., 
died May 14. Prior to establish- 
ing the jewelry business in 1944, 
Goldblatt practiced law in Seattle. 
Nate Finkelstein, 60, operator of 
Finkelstein’s Jewelry in Plym- 
outh, Pa., for more than 40 years, 
died May 20. The business was 
established by Finkelstein’s father 
in 1898. 

Leslie J. Irons, 55, a Schenectady, 
N. Y., jeweler, died May 14. 

Alvin Ray Sheffield, 54, a jeweler 
in Kirvin, Tex., was killed in an 
automobile accident May 23. 

Ray E. Jaggers, 63, operator of a 
jewelry store in Wellington, Kans., 
died May 24. 


Ralph E. Saeger, 77, owner and 
operator of a jewelry store in Naz- 
areth, Pa., died Apr. 26. 

Charles Miller Broadbent, 70, a 
jeweler in Wilmington, Del., for 
50 years, died May 1. 

Duane C. Crockett, 35, owner of 
Roberts Jewelry in Twin Falls, 
Idaho, died Apr. 27. 

Harry Kenneth Kay, 69, affiliated 
with Leed’s Jewelers in Dunkirk, 
N. Y., died Apr. 19. 

Simon H. Ulman, founder and op- 
erator of Ulman’s Jewelry in 
Fredericksburg, Va., for 30 years, 
died May 9. 

David King, 62, owner of King’s 
Jewelry & Loan Co. in Detroit for 
40 years, died May 8. 

Walter S. Miller, 65, operator of 
a gift shop in Lynbrook, L. I., 
N. Y., for 35 years, died May 9. 
Charlotte Knoll, 35, buyer of cos- 
tume jewelry and gifts at Reed’s 
Jewelers of Niagara Falls, Inc., 
died June 7. 

George W. Zoller, 68, a_ retail 
jeweler in Muscatine, Iowa, since 
1922, died in May. 

Charles K. Kinder, 79, a jeweler 
in Chicago since 1914, died 
May 22. 
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Arthur Worcester, 50, owner of 
Janart Jewelers in Oakland, Cal., 
died in April. 

Stanley J. Beard, 61, a manufac- 
turers’ representative on the West 
Coast, died in April. 

W. A. Slatter, a watchmaker in 
Tyler, Tex., died in April. 

Henry Behne, 79, operator of 
Behne Jewelry in El Reno, Okla., 
died May 17. He had been in the 
jewelry business in E]! Reno since 
1918. 

Fred Sherrill, 54, associated with 
Sherrill Manufacturing Jewelers 
in Tulsa, Okla, died April 30. The 
business is owned by his son, Bob. 
Bernard F. Kerr, 71, a manufac- 
turing jeweler in Oklahoma City, 
Okla., died May 27. Kerr founded 
the Midwest Jewelry Co. in 1933. 
Charles K. Merrill, 91, founder of 
C. K. Merrill Co., Toledo, Ohio, 
jewelers, died May 24. 

John M. O’Dea, 80, a jeweler in 
Buffalo, N. Y., for 35 years, died 
May 21. O’Dea was a past vice- 
president of the New York State 
Retail Jewelers Association and 
a past president of the 24 Karat 
Club of Western New York. 
Thomas Henry Evans, 79, owner 
and operator of Evans Watch- 
making Shop in North Little Rock, 
Ark., for 25 years, died May 31. 
Samuel D. Telser, 72, a _ retail 
jeweler in Chicago for 35 years, 
died June 11. 

Lee Wesley Maydwell, 53, man- 
ager for many years of the fine 
jewelry department at Gerber’s in 
Memphis, Tenn., died June 4. 
Morton Rosenberg, 60, owner of 
H. Deutsch Jewelry Co. in Cleve- 
land, Ohio, for 25 years, died 
May 23. 


Remington distribution 
speeded by new outlets 


Remington Rand is now filling 
portable typewriter orders, former- 
ly handled by the factory, from 15 
regional distribution points. 

The newly-created centers are 
located in: Atlanta, Boston, Buffalo, 
Chicago, Cleveland, Dallas, Denver, 
Kansas City, Los Angeles, Min- 
neapolis, New Orleans, New York, 
San Francisco, Seattle and Wash- 
ington. 

The portable typewriter. di- 
vision’s field force now numbers 46 
men. 
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SULT 
6-8—National Association of Watch 


and Clock Collectors, Inc., annual 
convention, Santa Monica, Cal. 
15-18—Southern Jewelry Travelers 
Association annual convention, Henry 
Grady Hotel, Atlanta, Ga. 
23-26—Carolina Jewelry Mart and 
Carolina Gift Mart, Radio Center, 
Charlotte, N. C. 
23-26—New Orleans Gift & Jewelry 
Show, Roosevelt Hotel, New Orleans. 
23-28—53rd California Gift Show, 
Biltmore Hotel, Merchandise Mart, 
Ambassador Hotel, Brack Shops, Los 
Angeles. 





AUGUST 

5-6—Oklahoma Retail Jewelers As- 
sociation annual convention and trade 
show, Mayo Hotel, Tulsa. 

6-9—Memphis “Cotton States” Gift, 
Jewelry, China, Glass, Stationery, 
Toys & Housewares Show, Memphis 
Ellis Auditorium, Memphis. 

6-9—San Francisco China, Glass, 
Gift, Jewelry, Toy, Stationery and 
Housewares Show, Brooks Hall, Sher- 
aton-Palace, St. Francis and Sir 
Francis Drake Hotels, Western Mer- 
chandise Mart, San Francisco. 

6-10—Retail Jewelers of America, 
Inc., annual convention and trade 
show, Waldorf-Astoria Hotel, New 
York. 

13-15—Mid-Continent Jewelry and 
Silverware Show, Muehlebach Hotel, 
Kansas City, Mo. 

13-15—Portland Gift Show, Memo- 
rial Coliseum, Plaza Hotel, Portland. 

19-20—Indiana Jewelers Associa- 
tion, Inc., and Indiana Watchmakers 
Association trade show, Marott Hotel, 
Indianapolis. 

20-23—-Seattle Gift Show, New Na- 
tional Guard Armory, Olympic and 
New Washington Hotels, Terminal 
Sales Bldg., Seattle. 

26-27—Retail Jewelers of Montana 
annual convention, Billings. 

26-28—Connecticut Retail Jewelers 
Association annual convention, Gris- 
wold Hotel & Country Club, Groton. 

27-29—Retail Jewelers of America, 
Inc., and California Retail Jewelers 
Association, Pacific Jewelry Show, 
Biltmore Hotel, Los Angeles. 

27-29—Spokane Gift Show, Daven- 
port Hotel, Spokane. 

27-30—Ohio State Gift Show, Hotel 
Deshler Hilton, Columbus. 

27-30—34th Denver Gift & Jewelry 
Show, Albany Hotel, Denver. 

27-30—Minneapolis C hina, Glass, 
Gift, Stationery & Housewares Show, 
Radisson Hotel, Minneapolis. 

SEPTEMBER 
3-5—Ohio and West Virginia Retail 
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COMING EVENTS 


Jewelers Associations annual conven- 
tions, Netherland Hilton Hotel, Cin- 
cinnati. 

3-6—F lorida Retail Jewelers Asso- 
ciation annual convention, Deauville 
Hotel, Miami Beach. 

3-6—Miami, China, Glass, Gift, 
Jewelry, Stationery and Housewares 
Show, Miami Bayfront Auditorium. 

3-7—Detroit Gift Show, Hotels 
Statler Hilton and Sheraton Cadillac. 

3-7—Fall Allied Gift & Jewelry 
Show, Hotel Adolphus, Dallas, Tex. 

3-7—Parker House Fall Gift Show, 
Parker House, Boston, Mass. 

3-8—Fall Gift and Jewelry Show, 
Dallas Market Center, Dallas, Tex. 

9-11—-North Dakota Jewelers and 
Watchmakers Association annual con- 
vention, Bismarck. 

16-17—New York State Watchmak- 
ers Association annual convention, 
Statler Hilton Hotel, Buffalo. 

17-19—Indianapolis Gift Show, Ho- 
tel Claypool, Indianapolis. 

23-24—Retail Jewelers Association 
of Missouri annual convention, Gover- 
nor Hotel, Jefferson City. 


24-26—Detroit Jewelry Show, Stat- 
ler Hilton Hotel, Detroit. 

24-26—7th Phoenix Gift & Jewelry 
Show, Hotel Westward Ho, Phoenix, 
Ariz. 

30-Oct. 1—Michigan Jewelers As- 
sociation annual convention, Jack Tar 
Hotel, Lansing. 

OCTOBER 

18-20—Packaging Institute, Inc., 
23rd annual forum, Biltmore Hotel, 
New York. 

19—Mfg. Jewelers & Silversmiths 
of America, Inc., annual meeting, 
Sheraton-Biltmore Hotel, Providence. 

23-27—American Society for Met- 
als, Detroit Metal Show, Cobo Hall, 
Detroit. 

27-Nov. 3—United Jewelry Show, 
Sheraton-Biltmore Hotel, Providence, 
R. I. 


Cohn re-elected head 


of Detroit salesmen 


The Detroit Jewelry Sales As- 
sociates have elected George D. 
Cohn of A. Cohen & Sons to a 
second term as president. 

Other officers elected were: Her- 
man Keys of Hy Spreckman & Co., 
vice-president; Earl Hogue of Har- 
bay, Inc., secretary; and Herbert 
Segal of Jacob Segal and Sons, 
treasurer. 





Shown: Silver Band, —— 
crystal trimmed with Sterling. 
Also available in Gold Band 





Distinctive, exquisite—a byword for unique design 
executed with excellence... the ultimate in beautiful crystal 
dining accessories— service pieces—giftwares—imports. 


the winning combination for you! 


Dorothy Thorpe Silver Band 






High customer acceptance and ‘appeal mean repeat sales, 
fast inventory turnover. Generous markup spells high 





profit opportunity for jewelers. 
Send for new full color catalog and price 
sheets today 


stock the exquisite line 
that sells itself! 


DOROTHY C. THORPE, INC. 


902 Thompson Avenue, Glendale 1, Calif. 
225 Fifth Ave., Suite 1239, N.Y. 10, NY. 
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CASH 


FOR YOUR SURPLUS 
SILVER, DIAMONDS 
and JEWELRY 


We will pay cash for any of your ster- 
We are interested in any 


ling patterns. 
active, inactive, 


quantity, large or small 
obsolete, new or used. 

Send shipment for immediate offer. 
Our check covering payment in _ full 
mailed same day merchandise is re- 
ceived. Silver will be held intact await- 
ing your acceptance or rejection. 


We are also interested in coop- 
erating with jewelers who receive 
calls for older sterling patterns 
that are no longer available. 


diamonds—any size and 
modern 


Will also buy 
quality—as well as antique and 
lewelry. 
> 


Reference: Dun lala Bradstree 
The First National Bank of Memohis 


Julius Goodman & Son 
Memphis Jewelers Since 1842 


113 MADISON AVE. ° MEMPHIS, TENN. 








News of Personnel 











Jess Hindin has been appointed 
Benrus sales representative for the 
area including Minnesota and the Da- 


kotas. He was formerly with Bulova. 


William Roush has been named a 
representative for the Mirro 


“Medallion” 


include 


sales 
Aluminum Co. line of 
giftware. His territory will 
Tennessee, Alabama, Georgia, Mis- 
sissippi, Florida and the Carolinas. 


Raymond C. Kendall, formerly with 
Gulton Industries, Inc., has _ beer 
named manager of Nationa! 
Ultrasonic Corp., Nutley, N. J. 


sales 


Oscar A. Stocker has been ap- 
pointed district manager for the New 
England states by Sel-Rex Corp. He 
has been active in the electroplating 
industry for more than 55 years. 


Richard Beynon, Jr... associated 
with Sylvania for 13 vears, has been 
named a Golden Shield Corp. repre- 
sentative for upper New York State. 


Mike Cohen has been appointed to 
represent Felco Cultured Pearls in 
Wisconsin, Illinois, Michigan and In- 


How UP-TO-DATE are you? 


Over 1,000 of your fellow-jewelers have traded in their old model 
for the FIRST NEW ENGRAVING MACHINE IN YEARS. 
How about you? 


3 TIMES 
DEEPER 
ENGRAVING 
DEPTH 


SO SIMPLE 
TO OPERare 
EVERYBODY __ 
AND WE MEAN 


ENGRAVES 
EVERYBODY __ 


EVERYTHING 
FROM THE 
SMALLEST 
REVERE Bow; 


SEE IT NOW! 


ENGRAVER, ON 
TRACER-GUIDED 
ENGRAVOGRAPH 


CAN BE HIS OWN 


For a free demonstration, contact your New 
Hermes representative or write to New Hermes. 


rem hermes ENGRAVING MACHINE CORP. 


154 WEST 14th STREET, NEW YORK 11, N.Y 


IN CANADA: 359 St. James Street West, Montreal, P.Q. 


dianapolis. His base will be in Chi 
Cago. 


Gerard Hyman 


W. OM. by rne, who joined Westing 
house in 1950, has been named na- 
tional sales manager of the portable 
appliance division. 


Gerard Hyman has been appointed 
general sales manager of Schick, Inc. 
With the Schick organization for nine 
vears, he is former national 
sales manager, began his career as a 


field 
regional salesman. 


John C. Barker, associated with 
Wallace Silversmiths since 1948, has 
been named to the post of assistant 


director of sales. 


A. C. Barioni has been appointea 
general manager of the Remington 
Rand Electric Shaver division of 
Sperry Rand Corp. 


The Westclox Division of Genera: 
Time Corp. has made two appoint- 
ments in its sales staff: 

J: S. Comer, who started at West- 
clox in 1948, has been named general! 
sales manager. 

H. E. Burch has been named na- 
tional chain sales manager. He 
joined the firm in 1948. 


Arthur C. MeGie has been ap- 
pointed Southeastern representative 
for R. F. Simmons Co. He was for- 
merly with Pitman & Keeler & Co. 


Joseph H. Dukoff, C. P. A., former- 
ly with Leidesdorf & Co., is now as- 
sociated with Max Stern & Co., Inc. 








Manufacturers’ 


Ne 


\ of Products --- Promotions 








‘Golden Bikini’ for ladies is 
small, waterproof, fashionable 


The new “Golden Bikini” by Uni- 
versal Geneve is said to be the small- 
est ladies’ waterproof watch in the 
world, making it a practical timepiece 
as well as a fashion accessory. 

Constructed of a one-piece, seamless 
case, the watch is available in a va- 
riety of models. It is claimed that 
“Bikini” will be an important factor 
in giving watch sales a boost during 
the traditionally slow summer months. 

A promotion kit, including news- 
paper mats and window display, is 
available to dealers. 

Contact Holzer Watch Co., 420 
Madison Ave., New York. 


Forstner's new charm bracelet 
display unit shows 18 styles 

A new charm bracelet merchandiser 
from Forstner features 18 bracelet 
styles, is said to be ideal for the aver- 


age retailer’s needs. 
Claiming that charms and charm 
bracelets have become excellent repeat 








business for the jeweler, Forstner de- 
signed the compact folding unit to 
“lend itself to today’s merchandising 
needs.”’ 

Unit is available at no extra charge 
with purchase of the bracelets. 

Contact your wholesealer or Forst- 
ner, Inc., Irvington, N. J. 
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Madeline, scarabs and all, will 
beguile jewelers at RJA show 





Madeline Morgan, Admark’s answer 
to Little Egypt, will once again ap- 
pear at the Retail Jewelers of Amer- 
ica show in New York. The scarab- 
bedecked young lady will hand out 
a free gift to every customer visiting 
the Admark booth during the four- 
day event Aug. 6-10. Her attire will 
also include Admark’s new line of 
cameo jewelry. 

Madeline, who is appearing for 
Admark in the third consecutive RJA 
show, has an action-packed year be- 
hind her. She was seen in the Broad- 
way production of Pecket, starring 
Sir Laurence Olivier, and has been 
in many television productions, in- 
cluding the Perry Como Show and 
Naked City. 

Catalogs showing Admark’s scarab 
and cameo lines are available from 
Admark, 714 Sansom St., Philadel- 
phia. 


New line of Dutch-made clocks 
now available to U. S. jewelers 


A complete line of 40 grandfather, 
wall and mantle clocks, all made in 
Holland, is now being imported to 
the U. S. by Victor Internationa! 
Corp., New York. Victor is accepting 
applications for exclusive dealerships 
on a one-to-a-city basis. 

Built by J. Warmink Klokken- 
fabriek of Almelo, Holland, all the 
clocks are equipped with either West- 
minster chimes or bells, moon indica- 
tors and engraved or hand-painted 
dials. It is claimed that models are 
available to blend in with all types of 
decor—from modern to traditional. 

For further information on obtain- 
ing a dealership, contact the Nether- 
lands Trade Commission, 10 Rocke- 
feller Plaza, New York. 





Display unit from Bridal Ring 
shows 12 matched wedding sets 


A new window and counter display 
unit, said to be an unsurpassed silent 
salesman, has been introduced by 
Barel Bridal Ring Co. 

Measuring 18 inches high and 17 
inches wide, the display features two 
removable blue velvet ring pads, each 
one designed to show six matched wed- 
ding ring sets. The Barel trademark 
appears on each pad. 

Rising above the white base is a 
translucent lucite panel in green, blue 
and white. A gold colored panel in 
ribbon motif bears the Barel Bridal 
trademark and slogan—“Hand carved 
for the hand beloved.” 

Contact Bridal Ring Co., Inc., 88-06 
Van Wyck Expressway, Jamaica, 


Eas Bay DBe Be 





Golden Shield adds coffeemaker 
to its Hamilton Beach line 


“Sophisticate,” a new coffeemaker 
said to be designed specifically for 
jewelry-store sales, has been intro- 
duced to Golden Shield’s Hamilton 
Beach line. 

The one-piece drawn shell is fin- 
ished inside and out with nickel and 
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chrome on copper. A _ red indicator 
light glows when coffee is ready to 
pour. 

Coffeemaker retails from $27.95, 
has five-year guarantee on labor and 
parts, 


Adapter from Feature Ring puts 
expansion in diamond rings 


A new adapter, said to enable the 
retailer to convert almost any ladies’ 
diamond ring into a “Feature-Flex”’ 
expanding ring, has been introduced 
by Feature Ring Co. 

The firm claims that the adapter is 
easy to attach. The jeweler trims off 
the shank of the customer’s present 


we CL, 


at MS 7 


ring, solders the ring head and trim 
into the adapter, then screws on the 
proper size “Feature-Flex” shank. 

Complete instructions are included 
with the adapters, which are avail- 
able in white or yellow 14K gold. A 
promotion package of displays, stuff- 
ers and ad mats is available. 

Contact your wholesaler or Feature 
Ring Co., Inc., 130 W. 46th St., New 
York. 


Parker Pen discloses ad plans 
for next back-to-school season 


With summer vacations not yet 
half over, Parker Pen Co. has an- 
nounced what it calls “‘a major back- 
to-school advertising campaign” spot- 
lighting the firm’s “T-Ball Jotter” 
ball pen and “45” convertible foun- 
tain pen. 

Between Aug. 20 and Sept. 16, 
Parker will run 10 full-page ads in 
six national magazines, plus main- 
taining a heavy schedule of spot radio 
commercials in 40 market areas. 
Magazines selected are Life, Look, 
Saturday Evening Post, Sports Illus- 
trated, Seventeen and Playboy. 


Senior American Airlines pilot 
to boost Speidel's ‘Astrojet’ 


In what it calls a tribute to the air 
age, Speidel has introduced a new 
watchband in the ‘‘Twist-O-Flex”’ 
series, calling it “Astrojet” after the 
American Aijirlines jetliner of the 
same name. 

The first “Astrojet” 
sented to Captain Herbert G. 


band was pre- 
Robin- 
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son, senior American Alrlines pilot. 
Captain Robinson will introduce the 
new band on Speidel’s national tele- 
vision shows in the fall. He will also 
be featured on window display units, 
streamers, ad mats and other promo- 
tional material. 

During October, “Astrojet’” dis- 
plays will be placed in American Alr- 
lines offices throughout the country, 
and display material for retailers will 
be available from the airline. 


Amity has new plastic package, 
lighted, revolving display unit 


° 


= 


A new counter display fixture, call- 
ed the “Crystal Showcase,” has been 
introduced by Amity Leather Prod- 
ucts. 

Made of walnut, masonite and gold 
colored metal, the unit shows 22 men’s 
and ladies’ billfolds in the new molded 
polystyrene “‘Presentation Package.” 
This package, claimed to be “the first 
major packaging design _ break- 
through in the billfold industry for 
over 35 years,” is said to make ob- 
solete all existing billfold packaging. 

The display unit itself is lighted and 
equipped with a motor that revolves 
a small tripod containing six billfolds. 

Contact Amity Leather Products 

o., Inc., West Bend, Wis. 


| Catalog from Hermes features 


new products, lower prices 

The latest catalog issued by Hermes 
Plastics, Inc., shows reduced prices, 
bigger discounts and a new material. 

Involved in the price reduction are 
jewelers’ brass, for engraving with 
non-rotating diamond cutters, and 
engravers’ brass, recommended by the 
firm for engraving in depth with 
rotating cutters. New product is a 
thinner jewelers’ brass, said to be 
preferred by many trophy dealers. 
Also highlighted in the catalog is a 
new pressure-sensitive, double-faced 
tape for attaching plastic and brass 
nameplates to any surface. 

Contact Hermes Plastics, Inc., 154 
W. 14th St., New York. 


Auto alarm honks horn, flashes 
headlights when tampered with 

Using the Sentinar system desig- 
nated type “V-A-S-1,” cars and trucks 
can be completely protected against 
vandalism and burglary, the manu- 
facturer claims. 

The unit, which is adaptable to 6- 
or 12-volt electrical systems, connects 
to the existing wiring, and draws cur- 
rent from the battery only in the 
event that the alarm is activated. 
Sentirnar is controlled by a lock on the 
exterior of the vehicle. 

Raising the hood, opening the doors 
or trunk will set off the alarm—blow- 
ing the horn and flashing the lights 
alternately for two minutes, after 
which the unit stops and resets auto- 
matically. 

Any attempt to tamper with the 
alarm system will set it off. Price is 
$28.95, including all necessary equip- 
ment for easy installation. 

Contact Sentron, Inc., 119 Dover St., 
Somerville, Mass. 


Oneida Community to launch a 
"South Seas’ sale in August 


The Community division of Oneida 
Silversmiths has announced a limited 
time sale on its “South Seas” pattern. 
Sale will run from Aug. 7 to 19, will 
feature a 50-piece service for 8 at 


$49.75 and a 74-piece service for 12 at 
$71.50. 

The event will be completely mer- 
chandised with window banners, news- 
paper mats and special price cards. 
With purchase of the sets, a blond or 
mahogany chest is available for $8.75. 

Contact your Community represent- 
ative or franchised distributor. 


Harkin broadens operation, has 
new brochure on molds & boxes 

Harkin Affiliates, New York plastic 
box manufacturer, announces that it 
has augmented its line by taking over 
the box molds of Plastic Jewel Parts 
Co., Inc. The firm has also become 
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New York metropolitan area repre- 
sentative for the entire line of Tri- 
State Plastic Molding Co., Henderson, 
Ky. 

A 10-page brochure showing the 
molds and boxes offered is available 
from Harkin Affiliates, 95 Madison 
Ave., New York. 


Display comes free with six 
dozen wedding bands from Uncas 


A miniature bride and groom high- 
light the new wedding band display 





from Uncas Manufacturing Co. Muir- 
rors backing the scene give it an 
illusion of depth. 

Rings are mounted on felt-covered 
pillars that permit display of five 
sizes in both men’s and women’s 
styles. “Stages” holding rings can be 
rotated for easy access. 

Display is free with every order of 
six dozen “Heavy Gold Electroplate”’ 
wedding bands priced to retail for $1 
each. 


Motorola's new package doubles 
as display unit, gift box 


Motorola has introduced a new line 
of merchandise “Gift Paks” designed, 
it is claimed, “to add dollar volume 
and profit margin to portable radio 
sales.” 

Two packages serve for five models 
in the firm’s line, and models may be 
interchanged between these packages. 
In the store, the package acts at its 
own display; when sold, it can be 
folded down and converted into a 
presentation box. Each package con- 
tains batteries, ear phone and carry- 
ing case for the portable. 


Racine booklet aids in picking 
the right timer or chronograph 


Anyone who has bought a timer or 
chronograph knows that it is a difficult 
task to select the model best suited to 
a particular requirement. A new book- 
let released by Jules Racine & Co. is 
designed to take most of the guess- 
work out of making the decision. 

Called Guide to the Correct Selection 
of a Timer or Chronograph, the book- 
let contains a comprehensive listing of 
the many variations available, along 
with notes on specific uses. There is 
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also a glossary of terms used in the 
chronograph industry. 
Booklets are available at no charge. 
Jeweler’s name is imprinted free. 
Contact Jules Racine & Co., 20 W. 
47th St., New York. 


Collection system cuts credit 
losses radically, Transo says 


A new collection system, said in 
some cases to cut bad debt losses by 
as much a 38 per cent, has been in- 
troduced by Transo Envelope Co. 

According to the manufacturer, it 
is “designed to collect from slow pay- 
ers quicker, with lower costs and yet 
with dignity.” System consists of a 
series of letter and reply forms—four 
in all—that cover credit transactions 
from initial billing to notification that 
proceedings are about to begin for 
collection of the debt. 

A clear plastic window is on the 
outside envelope, making it necessary 
to type the debtor’s name only once. 
This envelope is also equipped with a 
self-sealing adhesive. 

Contact Transo Envelope Co., 3542 
N. Kimball Ave., Chicago. 


Dennison's ring case available 
in five colors, velvet cushion 
The newest plastic ring case from 
Dennison Manufacturing Co. features 
a flowing sweep of contoured lines, 





captures what the manufacturer calls 
“the 1961 look in gracious giving.” 

Boxes are available in white, grey, 
blue, coral and black, come with velvet 
cushions and satin lining. 


Bonds, money will fit in new 
greeting card style by Gibson 


For customers who like to put a 
little something green in with greet- 
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ing cards, Gibson Greeting Cards, 
Inc., has introduced a new “holder” 
card that is not only big enough for 
money, but bonds as well. 

Highlighted with blue and gold 
embossing on white textured paper, 
the card is available in two designs. 
One is captioned “For your Bar Mitz- 
vah,” the other “Especially for You.” 
Cards are 25¢ retail. 


‘Lady of Action’ is first in new 
Gemex merchandiser unit series 





A new series of counter and win- 
dow merchandisers has been intro- 
duced by Gemex Precision Metals, 
Inc. Units in the series are said to 
be designed to hold the jeweler’s in- 
vestment to a minimum. 

First model of the series is “Lady 
of Action,” showing watchband styles 
in the Gem series. Ten bands can be 
attached to the display. 

Contact your wholesaler. 


Storage cabinet for folding 
boxes can solve space problem 


Jewelers who use folding cardboard 
boxes to package their customers’ 
purchases may be interested in a 
space-saving corrugated storage unit. 

The storage cabinet comes equip- 
ped with an assortment of 385 fold- 
ing gift boxes. All are stored in an 
area 33 by 25 by 21 inches. 

Each of the 12 box sizes has its 
own compartment in the cabinet. 

The unit is made of double wall 
corrugated board with an _ outside 
cover in oyster shell design. 

Contact Pictorial Paper Package 
Co., 232 South Lake St., Aurora, III. 
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By Henry B. Fried 


JC-K Horological Consultant 


A WATCHMAKER’S GUIDE TO ELECTRICITY 


@ We have already shown that 
both temporary and permanent 
magnets have polarity. To prove 
that electromagnets have polari- 
ty, we will make our own electro- 
magnet. By doing so, we can 
learn some things about one of 
the most important units of all 
electric clocks and watches. 
Take a piece of insulated bell- 
wire about a foot long. Scrape 
the ends bare for about a half 
inch and connect one end to a 
terminal of a dry cell so that 
the rest of the wire forms a loop. 
Next, place the pivoted magne- 
tic compass you have made close 
to this loop. Grasp the free end 
of the wire and touch it to the 
other terminal of the dry cell, 
making a complete circuit. The 
swerve (Figure 
a magnetic 
wire 


compass. will 
10), showing that 
force exists close to the 


Figure 10 
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Polarity is common to all magnets, 
but it must be controlled 
when put to work to operate watches 


(Part li in a series) 


during the time that current is 
flowing through it. (Do not al- 
low the wire ends to remain 
connected to the dry cell; this 
might drain it.) 


Concentrating Magnetism 
Let us say that a length of 
wire a foot long has one “unit” 
of magnetism per inch. But this 
is too weak for our purpose; we 
must strengthen the magnetic 
field. We can compress the foot 
of wire and its 12 “‘units of mag- 
netism”’ into one inch of space 
by winding it so that it occupies 
only one inch. This increases 
the magnetic force about 12 
times. While this is not exactly 
what occurs, it illustrates our 
point. We can prove this by 
winding the wire around a pen- 
cil or a piece of pegwood stick 
so that the coils are very close 
and compact (the wire must be 
insulated so that the current 
does not become short-circuit- 
ed). Then connect the ends of 
this wire to the dry cell and move 
the compass along the coil. In 
Figure 11, notice how much more 
pronounced is the magnetic force 
(near the end of the coil). This 
proves that a coil of insulated 
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Figure 11 


wire concentrates the magnetic 
field, producing a more power- 
ful magnet. 

If we take a long section of 
insulated wire and wind it neat- 
ly into many turns and layers, 
it further concentrates the mag- 
netic field and strengthens the 
magnetic qualities of the coil. 
There is, however, a limit to the 
number of turns of our coil be- 
fore we lose the efficiency of the 
magnetic power, using only one 
cell. 

So far, we have learned that 
a coil of wire can be made to 
create a magnetic force. We also 
found that the more turns to 
the wire (up to a limit), the 
greater the concentration of 
magnetic force. However, much 
of this magnetic force extends 
outward, and is wasted in an 
area where we would rather it 
did not go; it may even be det- 


- ULAR-KEYSTONE 








rimental. If we could take this 
straying magnetic force and 
keep it close to the coil, we would 
have a more efficient magnet 
with more influence at the spot 
we want. We can do this by 
winding the wire around a soft 
iron core. We learned earlier 
that iron “absorbs” magnetism 
very well. In fact, some of the 
older watchmakers will remem- 
ber that pocket watches were 
sometimes protected from mag- 
netism by placing them in a 
sheet iron “overcase,” called an 
‘“insulator.”” These were black 
lacquered and lined with velvet. 
The watch was protected by the 
casing because the iron absorbed 
much of the magnetism and pro- 
vided a circuitous path for the 
magnetic lines of force around 
the movement. This kept these 
lines of force from flowing 
through the case into the steel 
parts, as might happen with a 
case made of brass, gold, or other 
metals. This property of iron 
is called permeability. Permea- 
bility is the ability of a metal to 
gather in the magnetic lines of 
force. 

We can see this better if we 
take a magnet and place a piece 
of clock glass over it in a flat 
position. Next, place a small 
needle on top of the glass. As 
you move the magnet from spot 
to spot, the needle will follow 
along on the glass as in Figure 
12. This shows that the magnetic 


. 


—— — 


Figure 12 


lines of force go directly through 
the glass, just as light would. 
If you repeat this experiment 
with a piece of copper or brass 
instead of glass, the needle will 
behave in the same way, show- 
ing that these metals, and most 
others, will allow magnetic lines 
to pass through them readily. 
This is why brass makes a good 
casing for directional compasses; 
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the magnetic lines of force easi- 
ly pass through it to influence 
the magnetic needle within. 
To understand permeability 
better, take an unmagnetized 
needle and place it on the sur- 
face of a sheet of iron. The sheet 
iron that makes up the base of 
a cheap clock dial will do. Mov- 
ing the magnet under the iron 
plate with the needle on it has 
little influence on the needle. 
This is because the iron gathers 
in most of the lines of force. 


Some of the lines of force from 
the magnet will pass outward 
bevond the iron and attract mag- 








Figure 13 


netic particles, although in a 
limited area. Any metal or alloy 
which has this quality is called 
‘“nermeable.”’ Iron that is 99.95 
per cent pure has a very high 
permeability, almost 20 times 
higher than iron that is only 


99.91 per cent pure. An alloy 
often used in electric watches 
as a core for the electromagne- 
tic is mumetal, an alloy of 18 


parts iron, 75 parts nickel, 2 
parts chromium and 5 parts 
copper. 


To prove that an electromag- 
netic coil wound around an iron 
core has a stronger magnetic 
force than a hollow coil, rewind 
the same bell wire around an 
iron rod or a large nail (Figure 
13). Again connect the ends of 
the wire to the dry cell termi- 
nals. Place the pivoted compass 
near the end of this coil and ob- 
serve the influence of the coil 
on the compass, comparing this 
influence with that exerted pre- 
viously when the coil was hollow 
or empty. You will see that the 
pull is much stronger. 

For this reason, electrical 
timepieces have their coils 
wound around a highly perme- 
able metal. This strengthens the 
magnetic force, concentrating it 
at the desired spots. Also, it may 
sometimes be necessary (but 
awkward) to wind a coil in an 
odd shape to exert this force at 
one spot. (For example, close to 
the balance rim, or at a spot be- 
tween the balance rim and the 
main plate as shown in Figure 
14.) To obtain the same result, 
the electromagnetic coil may be 
wound around this metal or al- 
lov, leaving some of the metal 








Figure i4. 
current Swiss electric watches. 


to pass over and under the tabs, ‘‘B,’’ of the electromagnet coils “‘C.”’ 


Electromagnet system used in Swiss clocks, similar to the plan in 
“A"’ points to wings made of permeable metal 


mounted one over the other on the balance, separated sufficiently to allow them 


When 


balance closes a contact, current surges through the coils. 





extending beyond the ends of 
the coil. This may then be shaped 
in any manner by stamping. 
Again, remember that permea- 
ble metals and alloys do not re- 
tain their magnetism once the 
magnetic influence is removed. 
This makes them ideal partners 
for the electromagnetic coil, 
which exerts its force only when 
a current is flowing through it 
and thus, with a switch, can be 
turned on and off. 


Polarity 

If an electromagnet is con- 
nected to the terminals of a dry 
cell, one end of the coil will at- 
tract only the north pole of our 
pivoted compass while the other 
end of the coil will attract only 
the south pole opposite. In other 
words, the electromagnet has a 
definite polarity, depending on 
the direction the current flows 
through the turns of wire. When 
we connect one lead of the coil 
to the plus (+-) terminal of the 
cell, and the opposite lead to the 
minus (—) terminal, the end of 
the coil which is connected to 
the plus terminal will point to 
the north magnetic pole (if the 
coils are wound in a clockwise 
direction). The end of the coil 
which terminates at the minus 
post (terminal) of the cell will 
point to the south magnetic pole 
(see Figure 15). Notice that on 
dry cells, also called energy cells, 
the plus terminal is usually in 





Figure 15 


the center, the minus terminal 
at the side. In the flashlight type 
dry cell, the plus terminal is sit- 
uated at the top, and generally 
has a slight button or head, while 
the bottom contact is the minus 
terminal. The plus terminal is 
also called positive; the minus 
terminal is also called the nega- 
tive. Some of these types of dry 
cells (energy cells) are illustrat- 
ed in Figure 16. Notice that 




















pass point will quickly and 
strongly swing towards the file 
tip. If we place the same file 
end close to the south pole end of 
our compass, the compass point 
will swing away from our file. 
In fact, you can discover which 
end of your magnetized file is 
the north pole by placing it ad- 
jacent to the pivoted compass 
and observing which end of the 
compass is either attracted to 


Figure 16. Energy cells. ‘‘A,’’ ‘‘B’’ and ‘‘C’’ are the familiar flashlight types. ‘‘D”’ 


is used in the Swiss electric watch. “E”’ 


is the Leclanche cell used in some Swiss 


models. ‘‘F’’ is the energy cell used by Timex. ‘‘G’’ is used by Bulova, ‘‘H’’ by 
Hamilton. ‘‘J'’ is actually a battery of three energy cells, unsuitable for watches 


but widely used in compact hearing aids. 


some of them have the plus ter- 
minal on the base. 

A knowledge of polarity is 
important in the study of elec- 
tric watches because in certain 
watches (such as the Hamilton, 
Timex, Epperlin, etc.) the elec- 
tromagnet is wound, and con- 
tacts are plotted in such a way 
that they have a definite and 
purposeful polarity. If it were 
possible to reverse the energy 
cell leads and connections, these 
watches would not operate cor- 
rectly. But to study the reasons 
why this is important, we must 
learn some additional facts about 
magnetism. 

As we understand now, mag- 
nets of all types have polarity. 
One end is a south magnetic pole 
and the other is a north magne- 
tic pole. If we place two magnets 
together, they either become 
strongly attracted to one another 
or else repel one another. If we 
place the south pole of our mag- 
netized file near the north pole 
of our pivoted compass, the com- 


the file or repelled by it. From 
this fact we can establish that 
like poles attract and unlike 
poles repel each other. These 
attracting and repelling prop- 
erties exist in an electromagnet 
with current or a _ permeable 
magnet under the influence of 
a magnet of any other type. 


Lines of Force 


The “magnetic lines of force” 
emanating from an electromag- 
net or a permanent magnet ar- 
range themselves in a definite 
pattern. We call them “lines of 
force” because we can “see” 
them. From numerous experi- 
ments, scientists have observed 
that when small iron filings are 
sprinkled near magnets, they 
arrange themselves in a definite 
pattern. We can easily observe 
this, and learn a great deal about 
the magnetic attraction and re- 
pulsion of magnets when they 
pull or push a balance, pendu- 
lum or tuning fork in certain 
timepieces. 


. 


EWELERS' CIRCULAR-KEYSTONE, JULY 1961 








Magnetize another file, and 
from the pivoted compass, dis- 
cover the polarity at each end 
and mark it accordingly with 
the north and south poles. Next, 
place both files end to end so 
the poles are of opposite polari- 
ty, separated by about three- 
quarters of an inch. Place a sheet 
of white paper over the files. 
Then sprinkle some iron filings 
from a piece of soft iron over 
the paper near the junction of 
both files. The filings will ar- 
range themselves in a pattern 
(see Figure 17), and thus we 
can surmise that magnetism 
exists in lines of force. The area 
which these lines covers as shown 
by the filings is called the “mag- 
netic field.” 

Lift the paper from the mag- 
nets and pour the filings into a 
bottle so they can be used again. 
Reverse one file so that its end, 
say the south pole, is opposite 
the south pole of the other mag- 
net—but again separated by 
about 34, of an inch. Cover the 
files with paper and _ sprinkle 
iron filings over the junction. 
The filings will arrange them- 





Figure 17 


selves over the magnetic lines 
of force, but will appear as in 
Figure 18, because the lines of 
force from the similar ends re- 
pel one another. Notice also that 
the strongest concentration of 
the magnetic field is at the ends 
of the magnets. As indicated in 
Figure 17, we see that the mag- 
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Figure 18 


netic lines of force travel from 
north to south. 


Shapes of Magnets 

If we break a bar magnet in 
two, the broken ends will assume 
polarities opposite from their 
original ends. For example, sup- 
pose we have a bar magnet with 
a north pole at the left and a 
south pole at the right. We then 
break this in two. The original 
ends will remain unchanged, but 
the broken end of the magnet 
at the left will become a south 
pole and the broken end at the 
right will assume a north polari- 
ty. If we continue to break or 
divide these sections, we will ob- 
tain the same results (Figure 
19). Eventually, the bar or rod 
magnet would become little more 
than strips or discs. However, 
in such a process, it is possible 
for the top to have the opposite 
polarity from the surface below. 

Of course, these can be polar- 
ized in a much simpler manner, 
but this should explain that mag- 
nets can be made to any shape 
and polarity. Thin magnets with 
polarities opposite one another 
are used in the Hamilton-type 
electric watch. In some electric 
pendulum clocks, the pendulum 
is made of an electromagnetic 
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coil moving within a curved bar 
magnet with the same polarity 
at extreme ends while the center 
has a polarity opposite to its 
ends. 

Electromagnets also have po- 
larity. When a length of wire 
is wound in a cylindrical coil, 
one end will be a south pole and 
the other end a north pole. Fur- 
thermore, this polarity can be 
planned so that the ends have the 
polarity desired. The wire lead 
attached to the plus end of the 
cell and wound in a clockwise 
direction will have at this end 
a north magnetic pole, and the 
opposite end will become a south 
magnetic pole (see Figure 15). 
Should we compress this coil so 





Figures 20 (left) and 21. No matter 
what its shape, a disc formed from 
a compressed coil will have the same 
polarity as the original coil. 


that it forms a coil like that in 
Figure 20, or even one like Fig- 
ure 21, its polarity would be 
north on top and south below, 
as shown in the drawing. There- 
fore, it is possible to have flat, 
permanent magnets with top 
and bottom opposition and 
equally flat electromagnets with 
north and south situated as the 
heads and tails of a coin. 

If we can make such a flat 
magnet (coil), it can be mount- 
ed on a balance (as in the Timex, 
Hamilton, etc), and either a 
permeable material or a perma- 
nent magnet can be situated in 
the narrow space below and/or 
above the balance at such a spot 
that brings about the greatest 
magnetic efficiency on the bal- 
ance motion when a “switch” 
turns the energy cell current on 
and off. i m 
Next month: A 
vate of flow, current pressure 
and some other electrical terms 
which must be understood by 
the watchmaker. 


discussion of 


10$ 





_/ 


SSSQqW a 


WORKSHOP 
QUESTIONS 
and ANSWERS 


DISTINGUISHED HAIRSPRINGS — 
Will vou please tell me how 
to distinguish a compensating 
hairspring from a non-mag- 
regular hairspring ?— 
Jewelers, Rock Island, 


netic or 
Joseph 
I]]. 
Answer: Although short, this 
question is a little involved. 
First of all, there is no such 
thing as a “compensating hair- 
spring.” Rather, it is the bal- 
ance that compensates for er- 
rors caused by temperature va- 
riations in the hairspring. For 
example: When heated, a steel 
hairspring will expand, causing 
it to slow down. However, the 
effect of this heating on the 
tensile strength of the spring is 
than any error or 


greater con- 
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traction caused by lengthening 
or shortening. To compensate 
for this, generally, a bimetallic 
balance with split arms is used. 
The rims of the balance have 
a thicker strip of brass brazed 
thinner strip of steel. 
The brass, naturally, expands 
faster than the steel. This 
causes the balance rim to curve 
inward, thus reducing the active 
diameter of the balance and 
bringing about a gaining rate. 
So, as the spring’s tension di- 
minishes when subjected’ to 
heat, the balance causes 
responding gain. When 
the spring becomes stiffer and 
causes a gaining rate; but the 
brass overlay on the _ balance 
rim shrinks and swings the rim 
outward with a corresponding 
gain in time. This is the com- 
pensating balance. Steel 
springs, which are a blue or 
deep wine color, require com- 
pensating balances. Alloy 
springs, which are also non- 
magnetic, are generally nickel 
color or light straw. They are 
not much affected by tempera- 
ture changes, and are used in 
conjunction with beryllium or 
nickel steel balances. Some ex- 
amples are the Nivorox, Elgi- 
loy, Klinvar and Invar. 
* x * 


over a 
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TWO SPRINGS—I need two main- 
springs for a Seth Thomas clock, 
Model 86. It is a 30-day move- 
ment and the material houses 
are not sure of the correst size. 
We think two 8-day mainsprings 
will do the trick, but would like 
to hear from you before going 
on with the job. Can vou give 
us the correct gauges? You have 
been very helpful in the past. 
—Keller & George, Charlottes- 
ville, Va. 

Answer: After considerable 
research among old catalogs go- 
ing back many years, I came 
across the measurements you 
seek. The springs are *4 inch 
wide, .64 mm thick, 115 inches 
long and have a loop end. When 
wound, the diameter should be 
68 mm. The model with these 
specifications is called the ‘‘Ven- 


tura.”” If. your model is Num- 
ber 86, but is not called the 
“Ventura,” the measurements 
for your springs should be “4 
inch wide, .47 mm thick, 96 
inches long with a wound diam- 
eter of 56 mm. Since your 
clock either the thin 
or thick spring, you can deter- 
mine which to use on the basis 
of the type of pendulum bob. A 
light one will require a thinner 
spring. The pendulum should 
measure to the end of the bob 
rating nut at 8'» inches. 


requires 


°K * * 

BOSTON PARTS—Where can I get 
parts for a Boston Clock Co. 
clock with two mainsprings? It 
has a round movement, hour 
and half-hour strike, and the 
number 74 on the dial plate.— 
North Side Jewelers, Alpena, 
Mich. 

Answer: The Boston Clock 
Co. is now the Chelsea Clock 
Co., 284 Everett Ave., Chelsea, 


FRIED’S 











Not only clocks and watches, 
but literature about them as 
well is sought after by collectors. 
Some books, pamphlets and 
manuscripts are extremely valu- 
able to the discriminating col- 
lector. As mentioned  previ- 
ously in this column, Wood's 
book on curiosities is one of the 
standard works on the subject. 

There have been many books 
written about horology. Baille’s 
famous bibliography of horolog- 
ical literature, covering 600 
years or more, requires more 
than 400 pages to cover all the 
books on the subject. These in- 
clude only those written up to 
1799. Since then, hundreds more 
have been published. Another 
important bibliography of hor- 
ology, written in French, is 
Tardy’s Bibliographie Generale 
de la Mesure du Temps, pub- 
lished in Paris in 19438. This 
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ON MODEL G-7 WATCHMASTERS AND PAULSON TIMERS 
WHEN YOU PURCHASE A NEW 











WATCH-RATE RECORDER 
FOR CASH 
OR ON TIME PAYMENTS 





AVOID COSTLY MAINTENANCE — 
PROFIT BY THE MODERN FEATURES 





MODEL G-47 (Drum). Preferred by those whose 
work requires the most thorough analysis and 
exacting correction of ‘problem watch” troubles. 





MODEL G-57 (Tape). Preferred where repair 
demands require instantly visible records, continu- 
ous charts and/or high production. 


ALL WATCHMASTERS are guaranteed accurate 
to 1 part in 100,000 and have odd-beat watch 
settings. 
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FAST, SAFE, ECONOMICAL, THOROUGH! 





AMERICAN TIME PRODUCTS 


DIV. OF BULOVA WATCH COMPANY, INC. 


61-20 Woodside Ave., Woodside 77, L.I., N.Y. 
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Kepair All Watches 


WITH UNBREAKABLE 


Finest quality genuine white alloy. 


SWISS MADE—N-DUR-ALL is made in the 
tradition of Swiss a accuracy. Swiss 
craftsmanship you know and trust and so do 
your customers. 
UNBREAKABLE—N-DUR-ALL's unique white 
alloy is guaranteed unbreakable. A superior 
mainspring at a competitive price. 

FATIGUE PROOF—Keeps watenes a 
accurately year ofter year... 
mainsprings absolutely will not tg 
ANTI-MAGNETIC—N-DUR-ALL is positively 
non-magnetic. 

RUST-PROOF, ACID RESISTANT 
N-DUR-ALL is the finest Swiss quality at 
no extra price. Teli your customers you 
use precision Swiss mainsprings and set a 
new standard of repair service and profit. 
There are now 300 sizes of N-DUR-ALL 
mainsprings that fit over 2000 popular 
watch models. 


Ask Your Newall! Jobber 
For Genuine White Alloy 
Swiss N-DUR-ALL 





THe N E WALL . mes. CO. . 








SINCE 1877 
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TECHNICAL 
SCHOOL 


: Courses in Watch- 
iat making and repair- 
ing 
You con enter 
anytime 


INDIVIDUAL INSTRUCTION 


Our graduates pass certified master watch- 
maker tests and state examinations and are 
in great demand. 


TS 
Cc. E. BOWMAN, Principal 


Send for free Catalogue 
‘Your Future & Our Scheel’ Bowmen Bidg., Lancaster, Pa. 


We NEVER have enough men to supply 
the demand 


Courses Approved for 
Veterans & State Rehabilitation 














ON WATCH CRO 
50 Eldridge $?., New York “yt C0. neire 
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| you give me any 
| about this watch?—D. W. Abel, 
* | Waukegan, III. 





alch, Case 


We repair all types of cases, chrono- 
graphs and stainless, and make coil 
springs for cases. We also sell used 
replacement movements. 

Write for Information 


BECKER-HECKMAN COMPANY 


29 East Madison Street Chicago 2. Illinots 
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book lists works up to the time 
of its publication and, like 
Baille’s, is international in 
scope. 

Many of the first books on 
horology described the art of 
dialling or the design of sun- 
dials. The first serious book 
on watch and clockmaking was 
written by William Derham. 
Called The Artificial Clock- 
maker, it is subtitled “a trea- 
tise of watch and clock work; 
wherein the art of calculating 
numbers for most sorts of 
movements is explained to the 
capacity of the unlearned. Also, 
the history of clock work both 
ancient and modern with other 
useful matters never before pub- 
lished.” This book was printed 
in 1696. 

In 1364, Giovanni De’Dondi, 
a famous clockmaker, wrote a 
description of his clock in re- 
markable detail. Much of this 
is still studied today. 

With all of these books on 
the subject, it is rather diffi- 
cult to make a choice. How- 
ever, there are a few staple 
books for the collector. They 
are: Book of American Clocks, 
by Palmer, Britten’s Old 
Clocks, Watches and Their 
Makers, Watch and Clockmak- 
ers of the World, by Baille, and 
Time and Timekeepers, by Mil- 
ham. 

a * a 
HALLMARKS—We have a watch 
by E. & I. Liddle, 23 Linthrope 
Rd., Middleboro. The number 
8558 is engraved on the move- 
ment. The case is sterling sil- 
ver. I am enclosing a_photo- 
graph of the hallmarks. Can 
information 


Answer: I can find no refer- 


| ence to the maker you mention, 
| but from examining the photo 


of the hallmarks, I can say that 
the case was made bv Hancock 
of London in 1885. The mark 
of the three sheaves of wheat 
surrounding the sword in the 
shield shows that the case was 
assayed in the town of Ches- 


ter. The lion passant and the 
wheat are marks of the Ches- 


ter assay office. The letter “C”’ 
in the cut-corner box desig- 
nates the year 1885. This watch 
has no great value, as it was 
made in the twilight era of Eng- 


land’s horological supremacy. 
ok * * 


WOODEN GRANDFATHER — I[ re- 
cently acquired an old grand- 
father clock with wooden works. 
The name is Riley Whiting, and 
the word “‘Winchester”’ is on the 
dial. It is 614 feet tall, driven 
by weights, runs 12 hours on one 
winding. How should I go about 
cleaning the wooden works? I 
would also like to know how to 
establish a fair price on the 
clock when I sell it. — Dick 
Gaines, Comanche, Texas. 

Answer: Riley Whiting, who 
died in 1837, was at work in 
1807 with the famous Hoadleys. 
He was a well-known and reput- 
able clockmaker. I would say 
that your clock is rare. Do not 
use chemicals to clean the works. 
Rub a clean cloth over the parts, 
peg out the holes, and brush the 
steel pivots till they shine. You 
may clean the metal escape 
wheel and verge with chemicals. 
If the holes are worn, re-bush 
them with ivory or brass. Do not 
use lubricants on the holes un- 
less the bushings are metal. 
Above all, do not use graphite. 
This will permanently discolor 
the plates. The running time of 
the clock may be increased by 
lengthening the fall of the 
weight, using a longer, thinner 
cable or possibly by introducing 
a pulley and more weight. We 
do not place value on clocks or 
watches. 
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RATES AND REGULATIONS 


CLASSIFIED ADS 


“SITUATIONS WANTED”’—Regular type $3.00 first 25 words; 
additional words, 10 cents per word. Heavy type $8.00; addi- 


tional words 25 cents per word. 
“LINES WANTED’’—and “SIDE LINES’— 


“HELP WANTED’ — 


Regular type $5.00 first 25 words; additional words 15 cents 
per word. Heavy type $8.00 first 25 words; additional words 


25 cents per word. 


ALL OTHER HEADINGS—Regular type $9.00 first 25 words; 
additional words 25 cents per word. Heavy type $13.25 first 
25 words; additional words 30 cents per word. 


@ Name, Address, Initials and Abbre- 
viations count as words. 


@ If answers are to be forwarded, 20 
cents extra to cover postage must 
be enclosed. 


@ No Agency Commission. 


In answering Box Numbers address 


Circular-Keystone, unless otherwise instructed. 
enclose letters of recommendations. 


envelope ‘Box —,’' 


@ Advertising matter addressed to 
classified advertisers will not be de- 
livered 

@ Classified ad form closes 10th of 
the month preceding date of issue. 

@ A box number when used in ad 
counts as five words, that is, Ad- 
dress #13, care of J C-K.”’ 


care of Jewelers’ 
In answering ads, do not 


JEWELERS’ CIRCULAR-KEYSTONE, Chestnut & 56th Sts., Phila. 39, Pa. 


SITUATIONS WANTED. 





JEWELRY SALESMAN; 12 vears experi- 





ence buying, selling; desires ao 
address, “L, 6838," care of JC 

JEWELERS, ENGRAVER, SE TTE a. 
wants Florida job; prefer retail: 35 
years experience; address, “D, 6796," 
care of JC-K. 

SALESM AN avi Lilable Aug Ist; New 
York, New Jersey and New England; 
excellent sales record and —— 


address, “S, 6840,” care of JC 





MATURE 


MAN, Knows mite. fous caSst- 
ing, assembly, to finish; diamond and 
stone setting; cannot finance own busi- 
ness; will arienee accounts; address, “D, 


6793," care of JC-K 
FORMER 
credits, 
window 
age 45; 
JC-K. 





years experience 

collections, merchandising and 
trim; considered top salesman 
address, “S, 6783," care of 


OWNER: 25 











experience 


MANAGER; age 45, top 


credits, collections, buying and selling: 

presently managing large unit: desire 

Kast coast of Florida: address. “D. 
-K. 


O782," ¢ care of JC 
NTER- 
tigure 
position 
; bondable; 
JC -k. 


Pt WERFU L DIAMOND COU 
MAN; specialist creating 4 & 5 
unit sales; seeks rewarding 
New York, Newark or Phila. 
address, “‘S, 6805,” care of 





TOP SALESMAN, 


age 35 married - 13 
years retail experience, desires oppor- 
tunity with progressive firm in N. J.; 
salary $150 address, “M, 


minimum ; 
65813," care of JC -K. 


part 





INTLEME IN. semi-re teen, seeks 
pom position with New York diamond 
firm; expert knowledge of melees as- 
sorting, packaging, etc.; address, “A, 
HS07,”’ care of JC -K 

Ww “ATC HM AKE R: 12 years experience 
close timing, fine work: congenial, good 


references: Denver 
address, GEORGE 
Mi irion St., 


graduate, religious : 
WOODARD, 407 E 
Marion, Il. 


M AN AGE IR- SALESMAN ; 





35 years know!l- 


edge every known phase of jewelry 
business: real guecutive - desires affilia- 
tion Southern Calif., Long Beach area: 


address, “V, 6825," care of JC-K 


JEWELERS’ CIRCULAR-KEYSTONE, JULY 196! 





JEWELRY DESIGNER AVAILABLE: 


outstanding personality; featured 
top stores throughout’ country; 
available for New York manufac- 


turer only; salary plus bonus basis; 


address, “Box 654,” care of JC -K, 








JEWELER- SE TTE R, for fine 
jewelry ; must be 
and steady work; 


quality 
in well equipped shop 
40 hour week in warm 
climate preferred; Florida or Gulf 
Coast area ; top salary Se ad- 
dress, “D, 6794, ** care of JC -K 

°T AIL DIAMOND - COUNTERMAN ; 
available finer establishment lower Man- 
hattan or nearby Jersey; admirably 
qualified high class executive; 5 figure 
calibre; bondable, address, “S, 6773,” 
care of JC-K., 








Ss SAL > SM AN, was in jewelry business him- 
self, had experience in repairing 
watches, clocks, jewelry and engraving; 
no watchmakers license or tools; wants 
position with reliable store; address, 
“B, 6832," Cc care of JC Kk. 

M AN AGE R. age 39. 15 years’ ‘experience 
all phases of credit jewelry store opera- 
tion; desires to make a change: pres- 
ently employed; = only Inte rested in 
Kast Coast: address, 6683," care 
of JC-K. 


Ww ATC HM AKE R, JEWELER, ENGRAV- 
* . 


25 years experience 10 years self 


e ont Rl d: finest references; sowman 
graduate: desires position with first 
class retail store; address, “S, 6669," 


care of JC-K 
MAN, h: wndlings manu- 
from original castings to 


PRODUCTION 
facturing 


finished product on premises, or with 
outside jewelers, setters, etce.: New 
York area: address, “652,” care of 
JC-K. 

TOP SALESMAN, age 35, married: de- 


sires opportunity to represent fine 
manufacturer or wholesaler: desires 


( hi inge after 13 years retail experience; 
[ resident; address, “G, 6820," care 
of a | ® ‘K. 

TE R R IF Ic SALES CREATOR; many 
vears sales experience retail jewelry 
line, desires opportunity with growing 
firm: salary $150 weekly: 5 days only; 
N. J. resident; address, “G, 6814,” care 
of JC-K. 

DI AMOND SAL ES COUNSELLOR: end- 
lessly talented middle age executive 
employed now in one of New Jersey's 
finest stores: highest reference: con- 
fidential: address, “S, 6824,” care of 
JC-K. 















WOMAN, MATURE: 
clerk; efficient, fast 
experienced with routine of wholesale 
diamond rings; knowledge colored 
stones address, “F, 6811,” care of 


JC-K. 


order 
and 


and repair 
thoroughly 





SALES MAN AGE Rs 
territory; age 32, 
appearance; graduate 
AGS; presently assistant sales man- 
ager large diamond ring wholesale 
irm ; address, “M, 6829,” care of JC -K. 

MAN AGE R-SAL .ESMAN - 17 years ex- 
perience ; leading in diamond and watch 


re stail sales or local 
family : excellent 
member GIA, 


Sales; presently managing store for 
large chain; prefer better type opera- 
tion; will relocate; address, “S, 6823,’ 
care of JC-K. 

SALES E XE CUTIVE with 15 years ‘of 
promotion and merchandising experi- 
ence, would like to help a quality line 
manufacturer increase his sales; with 
option to finance a _ possible growth 
organization; address, “A, 6800,” care 


of JC-K. 
W ATC HM AKE R, 27 

light jewelry repairs 

can do automatic, 





years experience ; 
and ring sizing; 
calendars, railroad, 
etc.; have all tools including Watch- 
ae and engraving machine: age 
9G. married, 2 children : H. LD. 
v Ic KE R S, Box 9, Rusk, Texas. 


ABOVE AVERAGE SALESMAN with 


successful production covering the 
entire Southwest over 10 years; 
desires strong side line with poten- 
tial and nominal drawing account; 
services available only on this basis 








and results in turn assured; ad- 
__ dress, * ‘R, 6616,” care of JC K. 
Ws ATC HMAKE R desires permanent ‘posi- 


or Kansas 
watch, 
above 


Kansas City, Mo. 
first rate repairing, 
jewelry, stone setting, sales; 
average producer, not afraid of work; 
15 years experience; dependable, bond- 
able, pleasing personality; address, “I, 
6786," care of JC-K. 


tion in 
areas: 





SWISS TR AINE D ertified watchmaker, 


( 
salesman: 3: 


good years old; in the 
USA since 1954; outstanding crafts- 
man: 15 years experience all type 
watches and clocks: excellent refer- 

ences; seeking responsible, permanent 
position ; address, “E, 6713," care of 
JC-K 


MANUFA( TU R LE RS RE P RESE NT ATIVE 
with top retail and jobber contacts in 
the East desires 14K gold line; have 
had 12 years of selling and merchandis- 
ing nationally known jewelry item; will 
consider carrying quality jewelry as a 
side line: address, “G, 6801," care of 
JC-K. 





ENGRAVER, LADY: can fill position in 
high class jewelry concern ; experienced ; 
inscriptions, fine monograms on jewelry, 
sterling tea sets, hollowware, flatware ; 
carving, chasing, cutting for enamel 
on Masonic jewelry, coat of arms: 
prefer Midwest; address, “B, 6828,” 
care of JC-K. 





trained and 
factory and 


WATCHMAKER: married; 
schooled in Germany; 


better class store; experienced, fast and 
accurate on all models including com- 
plicated watches; desires change: pre fer 
Southern Ohio, Indiana or Kentucky, 
have been with =" e tn rs 10 
vears: address, “W, 818." care of 
-K. 
AGGRESSIVE, YOUNG MANAGER- 


SALESMAN. available incomparable 


5th Ave., Madison Ave i7th St. New 
York background: excellent knowledge 
cultured pearls wholesale-retail level; 


connection with an 
excellent references: 


seeks challenging 
A-1 firm of repute ; 





personable, near, possess a_ flair to 

create from within: address, “P, 6056, 

eare of , CK ; 
ATTENTION: Manufacturers or im- 


porters of silverware or giftwares; 
well known executive sales mana- 
ger with many years traveling ex- 
perience and extensive following 
among jewelry, gift, silverware and 
housewares buyers, open for prop- 
osition; have executive and selling 
ability; can invest $25,000; ad- 
dress, **655,”’ care of JC-K. 
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AVAILABLE IMMEDIATELY; 15 years 
experience calling on good to better 
stores in Michigan, Indiana, Ohio: 
strong personal following and well 
known in the area; with top quality 
watch line for the past 10 years; ample 
experience to handle diversified lines, 
not necessarily watches; A-1_refer- 
ences ; will relocate for a sound, stapl 
proposition; address, W. J MC 
KINZIE, 11312 Rossiter Ave., Detroit 
-4, Michigan, phone LAkeview 7-1405. 


TOP TEAM READY NOW; 2 young, 
aggressive men, experienced in 
chain credit jewelry and discount 
operations, will to participate ti- 
nancially in business, run sales on 
commission, or take permanent em- 
ployment in charge of mail order, 
advertising, promotions, sales train- 
ing, buying, credit and manage- 
ment; both looking for good deal 
anywhere in U.S.A.; prefer stay to- 
gether, but will separate if oppor- 
tunity only for one; one or both 
ready for interview now; address, 


“E, 6797,” care of JC-K. 


LINES WANTED 


* 3 r . 
od : lpes® 
a tee Ac. wa ae. OF 


-NPERIENCED SALESMAN desires 
short side line: Midwest strong follow- 
ing: address, “S, 6848,."" care of JC-K 


SALESMAN, well established with fol- 
lowing in New York and surround- 
ing states; desires top line; address, 
“EF, 6431.” care of JC-K. 

he WELRY SALESMAN ealling on West 


(“oust trade, desires l4k costume 
voune, energetic Bbabaco equipped Cal 
address, “K, 6821," care of JC-K 


SALESMAN : excellent established follow- 
ing to the finest stores Los Anweles 
east to and including Chicago, 
(quality companion line to exceptionally 

rrie gold jewelry line address “R 


. - 


K 


SALESMAN, top flight; New York, New 
lersey & New England; full coverage 
and results over 15 years: do you hav 
“a compact line for better jewelry and 
dept. stores; address, “S, 678%." care 
("Kk 

ESTABLISHED REPRESENTATIVE 

leading line for West (‘oust 

volume accounts: have Los Angeles 
office showroom; warehouss facilities 
available: must be volume line: address, 

‘K, 6836," care of JC-kK 


Seens 


Hhol.’ care of J¢ 


set ks 


YOUNG, AGGRESSIVE, AMBITIOLS, 
diamond ring salesman; covering 
Middle Atlantic States for nation- 
ally known ring firm last 10 vears;: 
highest references; will deal with 
principals only; will relocate; 
“6843,” care of JC-k. 

Will QUALIFED AND MAPERI 
keNC'ED traveling salesman, high eali 
beer well educated, good personality 
and possessing all the attributes neces 
sary to successfully represent a numbet 
one firm: ri 
JC-K 


address, “S, 6740." care ot 


SALESMAN; diamond, stone, wedding 
rings, charms, watch lines, cata- 
logue lines, ete.: wants one good 
major or several lines; covers Mid- 
dle Atlantic States for many years; 
all worth while propositions will be 
considered; address, ‘6842.’ care 


of JC-K. 


SIDE LINES 


SALESMAN calling on better stores to 
present outstanding line of sterling 
silver personalized jewelry and novel- 
ties established firm: state territory 


address, “D, 6778," care of JC-K 
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SALESMEN, with strong following among 
credit, chain jewelers, for the sale of 
a fast moving, low price, promotional 
typewriter; commission; address, “<A, 
6S04,"" care of JC-K. 


SALESMAN calling on retail, dept. stores, 
for outstanding line of cultured pearl 
bracelets, charms, rings and pendants; 
high commission; address, “S, 6834," 
care of JC-k. 

SALESMAN, EAST; for a new small line 

of high fashion, quality hand made 

platinum engagement and wedding 
rings; surprisingly low priced ; address, 

“L, 6809,"’ care of JC-K. 


JEWELRY SALESMAN to carry small 
hand set line of costume jewelry for 
dept. and specialty stores; commis- 
Sion basis; address, “C, 6819," care of 
JC-K, 


WANTED COMMISSION SALESMEN, 
many territories open to carry nation- 
ally advertised line binoculars, tele- 
scopes, optical products; in reply state 
territory ; address, “S, 6799," care of 
JC-K. 


SALESMEN : established following among 
jobbers and chain stores; carry a 
popular priced gold stone ring line; 
State experience, territory, references; 
drawing against commission; address, 
“C, 6289,’ care of JC-K. 

MIDWEST SALESMAN with estab- 

lished following among wholesalers 

and chains to carry manufacturers 
line of promotional and better 
watch cases, bracelets and attach- 
ments; address, “F, 6835,” care of 


SALESMEN: established manufacturer 
of a top line of ladies’ 14h ring mount- 
ings, earrings and pendants that are 
well diversified to sell wholesale and 
retail: most territories open: good op- 
portunity for the right man: address, 
“R, 6802,” care of JC-K. 


SALESMAN with established territory 
calling on retail stores: manufacturer 
line ladies’ 14K stone rings, pear! rings, 
l4K crosses, gents 10K stone rings 
drawing against commission excep- 
tional opportunity : references: address, 
“J, 6299,” care of JC-K. 


HELP WANTED 


4 


MANUFACTURER of plat. & gold dia- 
mond ring sets and pendants: desires 
salesman to cover New York & vicinity: 
commission: call N.Y.C. Rkictor 2-7168 

BOOKKEEPER : permanent for New 
York City retail jewelry store; full 
charge, through general ledger, some 
light typing: 5 day week: address, “H, 

6812,"" care of JC-K. 


SALESMEN WANTED for the most com- 
plete line of marcasite jewelry: the 
following protected territories are open ; 
Midwest, New England &€ Pittsburgh: 
address, BRANDT & KORSEN, 700 
(Chestnut St., Phila. 6, Pa. 

EARN MORE: jewelry promotion = spe- 
Cialist, seeking representatives now 
covering Southwest and West; must 
have accounts; no bulky line to carry; 
for details write, ““M, 6827," care of 
JC-K, include brief resume. 

TWO ENPERIENCED SALESMEN, one 
for the West Coast and one for the 
Kast Coast, wanted to carry 14K jew- 
elry line tor old established firm: 
PETER L. ROTTER, 332 N. Camden 
Dr., Beverly Hills, Calif. 


SALESMAN : rolled gold = plate, high 
grade exceptionally styled watch case 
line, plain and diamond set for New 
York and vicinity; 10% commission ; 
give full particulars first letter: ad- 
dress, “G, 6808," care of JC-K. 


MANAGER, for expanding retail credit 
chain, New York Metropolitan Area: 
incentive plan with minimum = guar- 
antee: all benefits: good opportunity 
for an aggressive, sales minded man: 
address, “‘T, 6844,’ care of JC-K. 





TOP FLITE RETAIL JEWELRY SALES- 
MAN; old established firm located in 
Southwest: pleasant working = condi- 
tions, chance for advancement: send 
photograph if possible; address, “Rk, 
6841," care of JC-K. 


JEWELRY SALESMAN; experienced 
only to cover West & Southwest (Calif., 
Texas, etc.) for manufacturer 
versified top line 14K ladies’ & 
jewelry ; draw against commission: ad- 
dress, “D, 6845," care of JC-K 


WATCHMAKER, must be first class me- 
chanic; permanent position in large 
jewelry store; Rocky Mountain town 
of 55,000: give age, experience, refer- 
ences, snapshot: address, “B, 6831,” 
care of JC-K. 


JEWELER tor established retail store, 
upstate New York: permanent position 
for capable jeweler/setter: friendly 
working conditions and appreciative 
clientele; JAY JEWELRY, 315 State 
St.. Schenectady, N. Y. 


ENGRAVER, for retail jewelry § store: 
ideal working conditions: full time: 
work must be of highest quality: write 
MR T. VOLKERT, THE FRANK 
HERSCHEDE CO., 8&8 W. 4th St., Cin- 
cinnati 2, Ohio. 


WATCHMAKER: skilled workman with 
years of bench experience; position 
permanent: favorable conditions, mod- 
ern store: Southern Ohio qualifications ; 
salary with first letter: address, “D, 

I 


6785." care of JC-K 
SALES REPRESENTATIVE; leading 
manufacturer of ladies and gents 
solid gold stone rings seeks man 
with good following to carry com- 
pact line to wholesalers and large 
retail chains: address, “T, 6788." 


‘are of JC-K. 


LOOSE DIAMOND salesman for New 
York and adjacent states: only very 
experienced men now calling on and 
with following of well rated jewelers 
need reply: state references and past 
experience: address, “F, 6754,” care of 
JC-K, 


SALES-MANAGEMENT: a splendid open- 
ing for an aggressive, hard working, 
personable gentleman, who desires re- 
sponsibility and resultant reward : phone 
MR. BUSCH, Orange. N , REdwood 
h-1 155] BUSCH & SONS established 
1880. Newark & Summit, N. J 


NO JEWELER in Maryland County seat 
town of 2500: county population now 
292 500: good man wanted to open mod- 
est store and blend with pleasant com- 
munity : for additional details send pic- 
ture of self and resume to “C, 6833,” 
care of JC-K. 


AGGRESSIVE MIDWEST chain with 
stores in Ohio, Michigan and Ken- 
tucky has openings for experienced 
jewelry men as managers; good sal- 
ary, insurance plan and other bene- 
fits; write LIONEL RYCUS, LE- 
ROY’S JEWELERS, 117 S. Howard 
St., Akron, Ohio. 


SALESMEN with established territory 
for the Midwest and West Coast, to 
carry a popular priced gold ring 
line and diamond line; commission 
and drawing: state experience, ter- 
ritory and references; SCHWARTZ 
JEWELRY CO, INC., 850 EIk St., 
Buffalo 10, N. Y. 


RELIGICUS JEWELRY line to retailers ; 
available to salesmen with following: 
we feature the most extensive line in 
the country, with a complete catalogue 
to enhance additional sales; several 
choice territories still available: com- 
mission basis: address, “‘C, 6687," care 
of JC-K. 


THE PERFECT SIDE LINE for the 
RIGHT MEN with jewelry store fol- 
lowing: America’s finest factory pro- 
duced stone ring line; territories open: 
Minnesota, Dakotas, East Central 
States, Southern States, Rocky Moun- 
tain States: address, “H, 6780," care 
of JC-K. 


RCULAR-KEYSTONE, 





SALESMEN with following in New I[Ing- 
land States and also in Michigan, Ohio, 
Indiana territory: excellent firmly es- 
tablished companion line of imported 


clocks, travel-boudoir alarms, wall 
chime and battery clocks; rated firm 
selling to jewelers, jobbers, chain and 


department stores 
address, “K, 6790," 

Wk HAVE AN OPENING for an ag- 
gressive sales manager in one of 
our retail stores in the Midwest; 
good salary, bonus arrangements, 
hospitalization and good opportun- 
itv for advancement to supervisory 
area for a man who is not afraid of 
hard work and who is a good pro- 
ducer; address, “S, 6743,” care of 
JC-K, 

EXCELLENT OPPORTUNITY FOR 
SALESMEN; America’s leading line 
of scarab and cameo jewelry fully 
promoted with merchandise aids, 
seeks sales representation in New 
York City; established accounts; 
drawing; one additional compati- 
ble line permitted; write ADMARK. 
714 Sansom St., Phila. 6, Pa. SEE 
OUR AD ON PAGE 64. 


SALESMEN wanted by exclusive im- 
porter of Swedish silverplated items 
and stainless steel flatware, ete. of 
highest quality and very competitive 
prices to cover department stores, 
jewelers & gift shops; territories 
open are Illinois, Indiana, Georgia 
and Louisiana; line partly adver- 
tised on TV: address, SWEDISH 
METALCRAFT, INC., 696 Palisade 
Ave.. Teaneck, N. J. 

WATCHMAKERS and department man- 
agers: openings in leased watch & 
jewelry repair departments in leading 
department stores throughout country 
old established company seeking only 

Interested in permanent positions: 

excellent working conditions: group 


commission basis: 
care of JC-kK. 


health plans: profit sharing and _ pen- 
sion plan State ave, exDerierpce ad- 
dress, PEOPLE'S WATCH REPAIR 
CO., 245-23rd St.. Toledo ?. Ohio 


ARGE GROWING EASTERN CHAIN, 
having stores in the Northeast and 
Florida, has openings for experi- 
enced jewelry men as managers or 
assistant managers; good _ salary, 
pension plan and other benefits: 
write, § W. RUDOLPH. RU- 
DOLPH’S DEPENDABLE JEWEL- 
ERS, 541 S. Clinton St., Syracuse, 
N. Y. 
MWELRY SALESMAN to carry a com- 
plete well established gold and _ plat- 
inum diamond line, ladies’ and men’s 
mountings, attachments, pendants, 
talian reproductions, etec.; Wwe require 
an experienced and energetic repre- 
sentative covering W. Texas to the 
West Coast; many established § ac- 
counts in this territory; drawing 
against commission: address, “F, 6806," 
care of JC-K. 
WATCH SALESMEN; we are looking 
for aggressive salesmen with good 
following among retail jewelers to 
earry CROTON - SUSSEX - ARPEG- 
GIO & NIVADA GRENCHEN lines; 
opportunity to make good money: 
draw against commission; all re- 
plies will be held in strictest con- 
fidence: write, CROTON WATCH 
CO., INC., 404 Park Ave., S., New 
York 16, N. Y. 


SALESMEN; nationally advertised 
diamond ring line by one of Amer- 
ica’s largest diamond cutters; com- 
pact line of proven promotional 
numbers, priced right, that cannot 
miss; you do not need diamond ex- 
perience to sell these promotions: 
vou need only have customers that 
recognize value and are willing to 
promote; address, “S, 6846," care 


of JC-K. 


ee 
‘ 


a 
a 


JEWELERS’ CIRCULAR-KEYSTONE, JULY 1961 


SALESMAN, calling on retail jewelers, 
tor very well established territory ; 
Missouri, Kansas, Southern Illinois, 
Southern lowa; manufacturer of 
Dason rings has this territory open; 
former representative has given up 
traveling; all replies strictly con- 
fidential; give full details and 
photo in first letter; excellent op- 
portunity for right man; address. 
DAVIDSON & SONS, 20 W. 47th 
St., New York 36, N. Y. 

VATCHMAKERS and estimators, for re- 


air departments in retail department 
I . . . 
stores: national organization connected 


a 


with one of the largest retail depart- 
ment chains in the country; employee 
discount, group hospitalization plan; 


excellent future for person with pleas- 


ing personality and willing to assume 
responsibility; positions open in the 
Kast, South, Midwest and Southwest: 


address, “Circular Box 356," 360 N., 
Michigan Ave., Chicago, Illinois. 


‘REDIT JEWELRY STORE MANA. 
GERS AND SALESMEN; | large 
growing Eastern credit jewelry store 
chain with stores in Northeast and 
Florida, has openings for experi- 
enced jewelry store managers and 
salesmen; excellent training  pro- 
gram for salesmen who aspire to 
managerial positions; good salary; 
pension plan and other benefits; if 
vou are ambitious and desire to get 
ahead write S. W. RUDOLPH, RU- 
DOLPH’S DEPENDABLE JEWEL- 
ERS, 541 S. Clinton St., Syracuse. 
New York. 


-_ 


SALESMEN, SALES MANAGERS. 
CREDIT MANAGERS. CREDIT 
PERSONNEL: we are an associa- 


tion of credit jewelry stores located 
throughout 7 western states; we are 
interested in all personnel either 
presently located or who wish to 
locate in the west; all replies han- 
dled in strictest confidence; send 
resume with full particulars as to 
past experience, references, salary 


desired; LEADING JEWELERS 


ASSOC., 1144 8S. Robertson Blvd.. 
Los Angeles 35, Calif. 
GORDON’S JEWELERS NEEDS 


STORE MANAGERS, WITH JEW- 
ELRY EXPERIENCE: Gordon’s has 
90 stores in Florida, Texas, Louisi- 
ana, Arkansas, Alabama, Arizona, 
Mississippi, Tennessee, New Mexico 
and Puerto Rico; 15 new stores are 
already under construction for 
1961 openings: many more plan- 
ned; we need good, hard working 
men with retail experience for fu- 
ture supervisors and zone mana- 
gers; all company benefits includ- 
ing Gordon’s famous Profit-Shar- 
ing Plan; write or call for personal 
interview in strict confidence; MR. 
JAY COHEN, GORDON JEWELRY 
CORP., 600 Stewart Bldg., Hous- 
ton, Texas: phone CA 2-2345. 


ENGRAVER: excellent opportunity for a 
qualified stationery or jewelry engraver 
in Washington, D. C.; salary open; 
permanent year-round position in our 
modern shop: 5 day, 40 hr. week, time 
and a half for overtime, 20% discount 
on purchases made in our store, group 
hospitalization for you and your family, 
life insurance, employee cafeteria, a 
completely paid retirement plan free 
at age 65 and many other worthwhile 
benefits: if you are thinking of making 
a change, here is an outstanding op- 
portunity at WOQDWARD AND LOTH- 
ROP in Washington, D. C.: qualified 
applicants will be invited to our store, 
transportation paid, to see our opera- 
tion: write, stating name, address, 
telephone number, age, experience, pres- 
ent salarv and how soon available to: 
EMPLOYMENT MANAGER, WOOD- 
WARD & LOTHROP DEPT. STORE, 
lith & F Sts., N.W., Washington, D. C 





DIAMOND SALESMEN; we have ad- 
vertised in an effort to find the 
type of men commensurate to car- 
rying the best diamond ring line in 
America; we are not interested in 
an average salesman, but in men 
who are looking for the oppor- 
tunity to earn big money and who 
will honestly represent a firm ex- 
actly in the same manner as if he 
were the owner of the business; to 
these men we offer America’s great- 
est diamond line at prices that en- 
able the jeweler to make _ real 
money, powerful sales helps that 
do not penalize the price of the 
merchandise, and most important, 
to men who are willing to work 
and travel and who give every 
ounce of energy and effort to make 
a success, we give territories and 
assistance, therefore, short range, 
demanding salesmen cannot be con- 
sidered; we are not interested in 
trving to develop men who have 
not been on the road, nor are we 
interested in men who want to 
work four or five days a week ani 
we would prefer single men; we 
have the best clientele in every sec- 
tion of America and the openings 
that we have will include Texas as 
well as the South; IF YOU THINK 
YOU CAN FILL A TOUGH BILL 
and are willing to work towards 
success, vou will be rewarded with 
patience, customers, excellent draw- 
ing account and a future unprec- 
edented in America; to the con- 
versationalist looking for an oppor- 
tunity to sell us a bill that cannot 
meet the above requirements, 
please do not answer this ad; you 
may WRITE, WIRE OR PHONE 
ME PERSONALLY: W. F. SEBEL. 
PRESIDENT, W. F. SEBEL CO., 
315 W. Fifth St., Los Angeles 15, 
Calif. 








Stores, Stocks and Businesses 





out of 


sale; 


JEWELRY FACTORY for 


New York: wonderful opportunity 
write in detail: strictly confidential 
address. “S, 6798," care of JC-K 

JEWELRY STORE; South Texas (rull 
Coast: only store in town; owner re 
tiring: approx. $30,000: will pay out 
in 2? vears: lots of repairs; address 
“M. 6830." care of JC-K 

FLORIDA GOLD COAST, established 
credit & cash: A-1 location; unlimited 


minded 


opportunities for promotional 
BON 


operator; retiring ; address, P. O 
1015. MIAMI 1, FLORIDA. 
JEWELRY STORE: City of 
Virginia : modern, air conditioned store 
reduced for sale ex 


DO 0080 int 


clean inventory 

cellent accounts; 14 years same lou 

tion: wonderful opportunity; address 
K 


“R. 6803," care of JC-K. 

COMPLETELY EQUIPPED jewelry store 
in San Diego area; stock and fixtures, 
invoice $38,000; will sell for $25,000 
cash: retiring for reasons of age & 
health: address, “M, 6849," care = ofl 
JIC-K 


ONE OF SOUTH'S finest shops; air con 
ditioned, centrally located for Southern 
branch of diamond ring company: fo! 


sale with or without management and 
labor: address, “B, 679», care of 
JC-K. 


TEWELRY STORE;; established 20 years 
wonderful year round climate; good 
lease: good location; fine business for 
watchmaker and wife: sacrifice price 
$15,000: poor health reason for selling 
address, “B, 6826," care of JC-K. 

SMALL JEWELRY STORE: ideal for 
watchmaker and wife; modern fixtures 
clean stock: established 1950; retiring, 
ill health, doctors orders: inventory 
and fixtures $10,000; DAHL JEWEL- 
RY STORE, Peterborough, New Hamp- 
shire. 
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GOING BUSINESS FOR SALE: 2 credit 
jewelry stores in Washington; 100% 
locations modern fronts: clean inven- 
tory, good accounts; good lease; estab- 
lished 1) years; address, LEO C. 
KENDRICK, ATTY., 410 Miller Bldg., 
Yakima, Washington 

FINE JEWELRY STORE with extensive 
gift department: cash and installment 
sales in growing industrial city > 
ern Virginia; have franchises ; 
lines of silver, watches, china. 
established 38 years owner retiring; 


address, ‘J, baad, care of JC-K 

sARGEST JEWELRY STORE in beauti- 
ful progressive community; 1000 loca- 
tion; $50,000) gross clean inventory, 
modern fixtures, all leading lines: 
owner retiring trom business price 
under $20,000, will arrange terms: ad- 
dress, WRIGHT KERNS, Wellsboro, 
Pa 

JEWELERY STORE, in full shopping 
center in, Allentown, Pa.:; 95% cash 

business: volume $31.000 in 1960: 

cellent for watchmaker ; 

about $10,000 complete: terrific 

dont answer this ad if you don't 

the money; address, “R, 6850," 

JC-K 


JEWELRY STORE; prosperous city of 
100,000 in So. Calif.: established 
17 years; one location; good vol- 
ume; excellent for cash or credit: 
can adjust inventory conveniently 
for buyer; excellent service depart- 
ment; good reason for selling; ad- 


dress, “D, 6847,” care JC-K. 
IN SEATTLE, WASHINGTON, the 


progressive city of the Pacific 
Northwest; established quality jew- 
elry store; watches, jewelry, dia- 
monds; finest location; owner re- 
tiring, ill health; offers at $20,000. 
cash inventory & fixtures; address, 


“B, 6822,” care of JC-K. 


JEWELRY STORE, Ft. Lauderdale, Fia., 
with very good watch and jewelry re- 
pair volume; also own job shop: store 
in finest location; city’s most beautiful 
and largest shopping center since orig- 
inal opening, 8 years; excelient reputa- 
tion; owner selling because of illness 
in family; $45,000; P. O. BOX 4835, 
Ft. Lauderdale, Fla. 

CREDIT JEWELRY STORE, Des Moines, 
lowa, excellent location: business good, 
money maker: accounts receivable ex- 
cellent condition, inventory $30,000, 
clean; will reduce inventory and ac- 
counts receivable if you desire: excel- 
lent opportunity; will sell for accounts 
receivable and inventory: first time 
offered; address, “V, 6787," care of 
JIC-K. 

SMALL WATCH REPAIR & JEWELRY 
STORE ;: LOOM downtown Baltimore 
location; ideal 1 man operation: rent 
$175: established repair business, good 
prices: fixtures and good will $5,000; 
must leave state for health : stock Oop- 
tional: small apartment available 2 
blocks from store: will finance to right 
man or franchise with option to buy; 
address, “L., 6817," care of JC-K. 

JEWELRY STORE in Spartanburg, 

S. Car., doing $175,000 volume; 

this location has been occupied by 

jewelry store for 40 years; store 
remodeled 4 vears ago complete 
modern new fixtures, exterior and 
interior; will sacrifice on account 
of health; write W. S. REYNER, 
20 N. Main St., Greenville, South 
Carolina, or telephone CEdar 


2-3251. 


FOR SALE 
Tools, Equipment 


FOR SALE; tumbling barrel and supplies, 
practically brand new: original cost 
$218: will accept first reasonable offer, 
FOB, Cheyenne, Wyoming; address, 
DAN S. PARK &€& Co., 204 American 
National Bank Bldg., Cheyenne, Wy- 
oming. 











Ps; 
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BUSINESS OPPORTUNITIES | 


ARE YOU PLANNING to sell or liqui- 
date your store? We will buy or work 
with you on a profitable basis to you: 
20 yrs. experience; call or write WOOD 
& SONS, 29 E. Madison, Chicago, II. 

CONSULT M Y. FINKELMAN, 29 E 
Madison, Chicago; since 1923 highest 
cash prices paid for diamonds and all 
other jewelry stocks. Call collect DEar- 
born 2-3407; reference, your bank. 

DIAMONDS, manufacturer of = Ct. 
stones and up wants to contact rated 
distributors or wholesalers with follow- 
ing among better jewelers and manu- 
facturers to carry his stock; address, 
“Tl, 6753,” care of JC-K. 

WILSON SALES SYSTEM; 106 Thornton 
St., Albany, N. Y.; promotional liquida- 
tion estate sale; specialists since 191%; 
over 2000 jewelers have used our ser- 
Vices; buy stores for cash; write, wire 
or telephone, Albany, HObart 90-1103 

BRILL AND COLMES, auctioneers- 
sales specialists; 45 West 45th St., 
N. Y. C., over 35 years’ successful 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad, page 93. 

MR. JEWELER, ARE YOU HURT- 
ING? Phone, wire, write, M. C, 
MAXWELL & SONS, the South’s 
leading jewelers auctioneers; all 
correspondence strictly confiden- 
tial; guaranteed against any loss; 
5125 N, E. 22nd Ave.. Ft. Lauder- 
dale, Fla.; phone LOgan 6-1786; 
established 1899, 

JEWELERS SALES SERVICE, BULs- 
INESS CONSULTANTS, RETAIL 
SALES PROMOTIONS, AUCTION 
—FLAT OR ACTION; 25 years 
sales experience; your reputation 
protected; large results—small fee; 
we pay cash for stores; PHONE, 
WIRE, WRITE, JEWELERS SALES 
SERVICE, 521'2 S. Main St., Los 
Angeles, Calif.; Phone MAdison 
6-0828. 

DEALERS LIQUIDATION SERVICE; 
The West Coast’s largest specialists 
in AUCTION—ACTION—PROMO.- 
TIONAL—CLOSEOUT — RETIRE- 
MENT SALES; cash buyers of 
entire inventories and estates; for 
information at absolutely no ob- 
ligation. PHONE—WIRE—WRITE 
to DEALERS LIQUIDATION SER- 
VICE, 742 N. Highland, Los An- 
geles 38, Calif.; OLdfield 6-2839. _ 


MARTY MILES SALES INC.; guar- 
antees quick action-cash profits; 
our service costs you nothing; tes- 
timonial letters from hundreds of 
jewelers prove the cost of each sale 
is turned into a profit by terrific ex- 
tra volume of sales profit-wise our 
efforts produce for you; every sale 
is carefully analyzed; planned in 
advance and is under constant su- 
pervision of our extensive staff; 
you can afford the best: write, wire, 
phone, MARTY MILES’ SALES, 
INC., 7740 S.W. 29th, Miami, Fla. 

DO YOU WANT TO SELL YOUR 
BUSINESS? DO YOU NEED CASH? 
We will pay cash or conduct a flat 
or supervised auction sale; we have 
conducted over 1000 sales in the 
past ten years alone; do not accept 
less than 100c on the dollar for 
your inventory, accounts, or fix- 
tures; WRITE... WIRE... CALL 
COLLECT ... we will come to see 
you in your store at our expense; 
you are under no obligation; SIL- 











VERMAN SALES ENTERPRISES, 
580 Fifth Ave., New York, N. Y. 
Tel. PLaza 7-4693. 


WANTED TO PURCHASE 


NEW OR USED number machine to 
stamp inside shanks of rings; ad- 


dress, “K, 6837,” care of JC-K. 


LOOKING FOR a 24 Karat gold Ronson 
Adonis Lighter: address, “E 6851,” 
ecare of JC-K. 

jewelry store; 


$50,000- 


WANTED: established 
Midwest state; must 
$100,000; price must be realistic; state 
inventory, shop work, rent; address, 
“EK, 6810,” care of JC-K. 


Lross 


CHINA & CRYSTAL; will buy name 
brands for cash; complete inven- 
tory or odd lots; mail list of stock 
to “R, 6839," care of JC-K for 
PROMPT ACTION. 


PRIVATE PARTY WANTS TO BUY 
better grade jewelry store in Mid- 
west; give full particulars in first 
letter; will pay cash; must be pric- 
ed right; address, JAMES 
SCHULTZ, 304 S. Walnut St., Mun- 
cie, Indiana. 
PLATINUM SCRAP WANTED; § $3.00 
per dwt; 18K gold, $1.22 per dwt; 
l4K, 95s; 10K, 68c; silver 65c per oz; 
bonus prices for gold filled; ship as is, 
we'll segregate: L. E. SIMMONS RE- 
FINING CO., 440 N. Orleans St., Chi- 
cago 10, Il. 


OLD GOLD AND JEWELRY WANTED: 
cash immediately for surplus stock, odd 
lot items; we also pay highest prices 
for gold, silver and platinum § scrap, 
gold coins, diamonds, gold filled, ete. ; 
for full particulars, write, WILMOT'S, 
1067 AD, Bridge, Grand Rapids 4, Mich. 

WANT TO BUY established quality 
jewelry store, realistically priced; 
prefer Southeastern states; please 
state approximate inventory and 
lowest price for spot cash; address, 
CHARLES SHANE, JR., 9102 W. 
Bay Harbor Drive, Miami Beach 
54, Florida. 








SELL ’EM TO CEL-MAX FOR QUICK 
CASH! Top prices for trade-in watches, 
jewelry, old gold; money by return 
mail for all makes and models in 
trade-in watches in any quantity; all 
shipments held intact for your ap- 
proval; ref. Dun & Bradstreet and Na- 
tional Bank of Commerce; Cel-Max, 
Inc.. 582 S. Main St., Memphis, Ten- 


nessee., 


ARE YOU PLANNING TO GO OUT 
OF BUSINESS? You owe it to your- 
self to consult (without obligation) 
America’s oldest, largest and most 
reliable service in cash buying and 
liquidating jewelry stores and 
stocks; write for our free booklet, 
“Dollars and Sense Facts About 
Selling a Jewelry Store.” (See our 
page advertisement) GO R DON 
BROTHERS, 38 Bromfield  St., 
Boston, Mass., HAncock 6-3233. 


WE BUY DIAMONDS, OLD GOLD, 
ANTIQUES; send us one article or 
a complete store; we will pay up 
to 25% more than anyone else; 
be sure to get my offer; check 
mailed same day; your mdse. held 
intact for 10 days subject to ap- 
proval; REFERENCES; Fla. Nat'l 
Bank of St. Petersburg, Jewelers 
Board of Trade; HENRY JEWEL- 
ERS, INC., 462 First Ave., N., St. 
Petersburg, Florida. 
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CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scraps, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K., 
108 Beale Ave., Memphis, Tenn. 

NEED CASH? READ THIS: Reason 
why I pay up to 25% more than 
others for diamonds, watches, or 
anything around store—I have a 





retail store and manufacturing 
shop; will give much more than 


scrap gold price for old mountings, 
ete., check mailed same day; if not 
satisfactory, will return § insured, 
prepaid; get my offer first; one of 
the oldest established stores of its 
kind; references; Jewelers Board of 
Trade, or your bank; BROMLEY. 
35 Fifth St... North, (Bromley 


Bldg.) St. Petersburg, Florida. 





‘H REPAIRS to 
p Watch- 
JEWEL- 
ERS, 5711 W. Belmont, Chicago 34, II 
LOWEST PRICES 


quality; Phila. suburbs finest watch 


HIGH GRADE WAT* 
the Trade since 193! 
master tested shop: 


SMILEY 
consistent with 


repair; KESWICK REPAIR SER- 
VICE, est. 1928, 253 Keswick Ave., 
Glenside, Pa. phone, TU 4-6692. 

QUALITY WATCH REPAIR; 
limited accounts; ultrasonic cleaning, 
electronic timing: JOHN F. BROWN, 
Certified Master. R 10. Box 482. In- 
dianapolis 19, Indiana. 

RELIABLE TRADE watch repairing; ex- 
cellent service; electronically timed: 
cases polished; work guaranteed: rea- 
sonable prices; all watches insured: J. 
CAPARO, 1018 3elvoir Road, Norris- 
town, Pa. 


want 





BOSTON, MASS.; expert and guaranteed 
watch repairing: Watchmaster tested: 
prompt service; prices on request: mail 
orders invited; DAVID MIGDAL & CoO., 
109-B Summer S8St., Tel. HU 2-9547. 

MID-WEST’S FINEST TRADE SHOP: 
watch repairs to the trade; 5 days ser- 


vice; low prices; one full year guaran- 
LE PAIR 
Place, 


tee; STUDIO WATCH 


VICE, 20 E. Delaware 


SER- 


(Chicago 





JEWELRY repairing: 
furnished: diamond 
JACOBSON, 29 E. 
cago 2, Ill. 

ANTIQUE CLOCK dials and glass panels 
repainted to original condition by ex- 
perienced artist: estimates given: 
AUGUSTA T. SPRINKLE, 508 E. 
Coover St., Mechanicsburg, Pa. 

BEAD RESTRINGING: 
finest materials; 25 years’ experience : 
work fully guaranteed and insured: 
mail to MARTHA HILL STUDIO, 2325- 
Sth St., S.E., Canton, Ohio. 


new 
setting : 
Madison St., 


mountings 
HAROLD 


Chi- 





fast service, 


ENCRUSTERS; stone and gold seal en- 
gravers; drilling; precious, semi-pre- 
clous stones; HARRY BRAUNFELD, 
encrusting over a quarter century, 71 
Nassau St., New York 38, N. Y. | 





BAND REPAIRING FOR THE TRADE: 
all work guaranteed; also machine en- 
g£raving on most anything: 7¢ a letter: 
same day service; HARBENS JEW- 
ELRY, 101 E. 5th St.., Dayton, Ohio. 
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WHERE CREDIT IS DUE 


Strict Federal control of consumer credit would 
be a body blow for installment jewelers. It is 
not threatened now, even by the Douglas Bill 
which would merely require sellers to state the 
amount of carrying charge in terms of simple 
annual interest. 

But legislation as crippling as Regulation W 
or worse is coming unless some _ installment 
jewelers learn a bit of restraint in the solicitation 
and extension of credit. 

What brings this danger of Federal control to 
mind was an incident reported by Jack Mabley 
of the Chicago American last month. 

A woman resident of Chicago’s south side re- 
cently went through bankruptcy. 

Soon thereafter, she received a letter from a 
Chicago jeweler. “This is to tell you how sorry 
we are to hear about your bankruptcy,” the let- 


THE SECOND-HALF UPSWING 


The recession that began a year ago surprised 
almost everybody when it came. Few people ex- 
pected it. It lasted only nine months—and this, 
too, Was a surprise. 

The turn-around occurred about March 1— 
three to nine months sooner than had been esti- 
mated. There were probably two reasons for 
the fast shift from “down” to “up.” One reason 
for prompt recovery was prospect of increased 
Government spending. Another was the high level 
of capital expenditure by private industry. 

Consumer spending followed its usual trend 
during the U-shaped cycle of the past year. 
Spending for services such as education, housing 
and health rose. Outlays for nondurables like 
food and clothing held steady. 

But spending for cars, appliances, TV sets and 
other consumer durables, including jewelry, 
dropped. 

Now that the recovery is in full swing, what 
can retail jewelers expect for the last half of ’61? 


ter said. It solicited her business and noted: 

“We carry all of our accounts confidential until 
you desire that we put it back on the credit 
bureau as a good account. Nobody, not even your 
lawyer, will know.” 

Enclosed were a cashier’s check worth $10 to- 
wards a purchase of $100 or more, and a courtesy 
card which stated that the woman had an AAA-1 
rating, with fullest credit privileges. 

Thus, as Mabley put it, the letter established 
a person who had just gone through bankruptcy 
as a prime credit rating, who can do business 
without even her bankruptcy lawyer knowing 
about it. 

This credit policy is so liberal it’s laughable. 
3ut it will not be amusing for the installment 
merchants if the excesses of a few of them bring 
down the wrath of Washington upon all. 


Answer: A swift rebound as consumers resume 
spending for consumer durables and make up for 
some of the spending they had postponed. 

Retail trade is expected to jump from $215 
billion seasonally compensated annual rate in the 
first quarter of 1961 to $224 billion in the last. 

Economists are confident that much of the sec- 
ond-half upswing will come from increased con- 
sumer spending for durables. In preparation for 
this activity, jewelers should lose no time in pre- 
paring inventories of fresh, appealing, well- 
designed merchandise to satisfy their customers’ 
needs and wants. During this mid-summer 
jewelers will study salesmen’s offerings, compare 
manufacturers’ announcements and visit shows, 
with greater expectation of sales and profits than 
the industry has known for many months. 

For, from every indication, an excellent fall 
and Christmas selling season is under way for 
our merchandise, which is certainly the most 
glamorous of consumer durables. 
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Created exclusively for the retail jeweler! 


EXCLUSIVE STYLES! PACKAGING! PRICING! ia . ty 
PLUS EXCLUSIVE PROTECTED PROFIT! . 


The Benrus Jewelers Limited Edition combines superb styling, 
packaging, pricing — yours exclusively to sell and to profit from! 
And, of course, as with all fine Benrus watches, the Jewelers Limited 
Edition is completely covered by the famous Benrus Unconditional 
3-Year Guarantee. 

Complete details are to be found in the Benrus portfolio, “‘Profit- 
Motion #3.” Write for your reserved copy today. Address: 
Advertising Dept., Benrus Watch Co., 50 W. 44th St., New York 36, N.Y. 


BENRUS 


Watchword for Quality... Value... Integrity... above al/ Style and Profit 
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Community . the finest silverplate. 50- 
piece service for 8, in South Seas pattern only 
$49.75, 74-piece service for 12 only $71.50. 
Flat chest in either mahogany or blond finish 
$8.75. Tablespoons specially priced at only 
$1.75 each, regularly $3.00. Special promo- 
tional and merchandising material available. 


Contemporary Beauty...On Sale For The First Time 


(From August 6 through August 19 only) 











Now, Oneida Silversmiths take the lead to help you 
build summertime sales excitement. For the first 
time, a reputable silversmith is offering a high style, 
modern silverplate pattern at a sale price! This is so 
unusual that the sale on this dramatic South Seas* 
pattern will be limited to only 14 days. And this is 
not a discontinued pattern, but one of the best selling 
patterns in the history of silverplate. Wire or phone 
your Community representative or franchised dis- 
tributor now. 


ONEIDA SILVERSMITHS 


Heirloom* Sterling 

1881 @ Rogers @ *Silverplate 

Tudor Plate Oneida Community * 

Community* Stainless aa. 
Oneidacraft* Stainless 

Oneida* Dinnerware 


R ) 


“Trademarks of Oneida Ltd., Oneida, N. Y 




















